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The Creative 
Salesman’s Creed 


In addition to properly handling oll 
the orders that come my way, | will 
strive to make one or more creative 
sales every business day: 

* A sale where | send the customer 
out of the store with better quality and 
with a larger quantity than he thought 
of purchasing when he came in 
making every sale lead to another 


* A sale where | persuade a prop 
erty-owner that by investing in certain 
improvements he will get double his 
money back in increased property val 
ves. 


* A sale where | make our right 
price stand up by emphasizing values 
and service. 


* A sale where | sell the benefits of 
the merchandise instead of a discount. 


* A sale where ! persuade a prospect 
that a convenience is a necessity. 


* A sale where | make a repeat cus 
tomer out of a casual buyer. 


* A sale where | figure and seil the 
labor as well as the materials in a pack 
age job and get a profit on both. 

—Art Hood. 


Housewife shoppers 
watch demonstrations 
at Gee Lumber Co 
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irrett Storm King 


Now, sell Barrett “Storm King”’ Shingles with stay power 


that resists weather at its worst. Extra-wide 
dhesive are factory-applied on the granule side to grip 
with maximum power—a strong sales point your cus- 
tomers can see! The special asphalt adhesive softens under 


ar heat and forms a tight bond—self-sealing shingles 
that are easy-to-apply. 
Barrett “Storm King” Shingles are packed in the standard 
way ...need not be turned or rearranged on the job. 
\n anti-stick strip helps roofers finish faster! 


“Storm King’’ Shingles come in a wide range of colors .. 
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FRONT SIDE: 


— on Even, wide bands 
i | of adhesive grip with 
| maximum power. 
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ARRETT ROOFS 


?Trade Mark 


bands of 


shingles stay put! 
deep tones, blends and pastels... decorator themes can 
be carried roof high! 
You get plenty to talk about with ‘Storm King” Shingles 
a product of Barrett — the greatest name in roofing for 
more than 100 years 
For further information call your Barrett representative 
or write BARRETT DIVISION, Allied Chemical Cor- 
poration, 40 Rector St., New York 6, N. Y.; Merchandise 
Mart, Chicago 54, Ill.; 36th & Grays Ferry Ave., Phila- 
delphia 46, Pa.; 1327 Erie St., Birmingham 8, Ala.; 323 


South 67th St., Houston 11, Texas. 





REAR SIDE: 

Anti-stick strip prevents 
Sticking in bundles but does 
not affect sealing action... 
need not be removed 
during application. 
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NEW! HAR-VEY Pocket Door Frame Pak Fits All Door Sizes 


Just what the builder wants... Har-Vey’s Handi-Frame 
is fashioned to satisfy the most discriminating buyer. 
Besides fast, easy one-man installation your customer is 
assured of perfect door control for a lifetime because 


famous Har-Vey Sliding Door Hardware is a part of 


every Har-Vey Handi-Frame. Remember Har-Vey lets 
people feel the difference in a quality home. 


Har-Vey Handi-Frame cuts your inventory, handling 
and sales cost ...it comes complete, including tele- 
scoping header and track assembly, door pulls and 
rigid split jambs and studs in one easy to handle Handi- 
Pak. One Handi-Frame fits all sizes of doors from 2 to 
3 feet wide and 6 to 6 feet 8 inches high. Har-Vey 
helps you build better, more satisfied customers. 


your customers want fast ONE-MAN installations like this . . 


CUT TELESCOPING NAIL HEADER TO JAMB 


HEADER TO SIZE 





AMERICAN SCREEN PRODUCTS COMPANY 
General Offices: 61 E. NORTH AVENUE 
NORTH LAKE, ILLINOIS 


©1958 by American Screen Products Company 
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CUT NAILING STRIPS 


ATTACH HARDWARE 
AND HANG DOOR 


ERECT SPLIT JAMBS 
AND STUDS 








World's largest 
manufacturer of 
window screens 


SCREENS 
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SELLING 


FORMULA 








Brown & Healey, AIA, Architects 
Cedar Rapids, lowa 


Custom /*\tmospheres are sold with WESTERN CEDAR SIDING 


oe Fs 


RED CEDAR 


V5 LUMBER 
oF 
SociatT! 


Alaska Pine & Cellulose Sales Limited 
Vancouver, B. C 

Aloha Lumber Corporation 
Seattle 11, Washington 

British Columbia Forest Products Limited 
Vancouver, B 

Flavelle Cedar 
Port Moody, B. C 

Lamford Cedar Ltd 
New Westminster, B. C 

MacMillan & Bloede! Limited 
Vancouver, B. C 

McDonald Cedar Products Limited 
Fort Langley, B. C 

E. C. Miller Cedar Lumber Company 
Aberdeen, Washington 

Nalos Lumber Ltd 
Vancouver 3, B. C 


Northwestern Lumber & Manufacturing Co. 


Everett, Washington 

Norwood Lumber Co., Ltd 
Vancouver, B 

Powell River Forest Products Limited 
New Westminster, B. C 

Seattle Cedar Lumber Manufacturing Co 
Seattle 7, Washington 

Weyerhaeuser Timber Company 
Tacoma 1, Washington 
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You can sell the quality home buyer easier with Western Cedar Siding. The 
preference for the quality atmosphere comes naturally with Cedar siding because 
it gives any style home distinctive individuality. Either Beveled or Tee-Gee 
Siding of Western Cedar fits the atmosphere of modern living. 

Selling Western Cedar is easier. You have scientific facts*’* 
tips that prove Western Cedar Siding a better exterior wall material. It’s full 
of the “grown in” qualities that make homes a better original investment .. . with 
a higher value at the owner’s re-sale time. Your customers will discover Western 
Cedar Siding’s proved ability to perform . . . longer life, dimensional stability, 
natural insulation, freedom from pitch and better paintability. 

Modern building trends point to Western Cedar Siding. Uniformly dried, 
there are 7 sizes to fit your customer’s specifications — architect, builder or home 
buyer. 

There’s a better profit in Western Cedar Siding, too. ..and it stays sold. It 
has been imitated, but never duplicated. Ask those who know siding best... 
they’ll say: “Western Cedar, of course.” 


WESTERN RED CEDAR LUMBER ASSOCIATION 
4403 White-Henry-Stuart Building, Seattle 1, Washington 


Put WESTERN Cepar’s CA Selling Formula to work for you: Curb Appeal, 
Contemporary Appeal, Customer Appeal, Custom Atmosphere, Centuries 
of Acceptance, Cedar Appearance and Cost of Application that’s lower 


at your finger 


*Write for Research Facts and Merchandising Aids. 
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New Address for American Lumberman 


On June 27, headquarters for American Lumberman will be in 
Van new, expanded offices at 59 East Monroe St., Chicago 3, Ill. The 
new offices will also serve the editorial and advertising offices of 
Home Maintenance & Improvement; Wood & Wood Products; Food 
Packer and Modern Beauty Shop magazines of the Vance Pub- 
lishing Corp. Telephone Financial 6-7788. 
The eastern offices of the above-listed magazines have also 
moved to new quarters at 370 Lexington Ave., New York 17, as 
of last June 1. 


(M67 
PUBLICATION 
AMERICAN LUMBERMAN and Building Products 
Merchandiser is published every other Monday at 
59 E. Monroe St., Chicago 3, Ill. Other Vance Publi- 
cations are HOME Maintenance & Improvements, 
FOOD PACKER, WOOD & WOQQD PRODUCTS and 
MODERN BEAUTY SHOP. 
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The “DIAMOND OVER INVERTED FLYING U" brand... 


This famed Arizona brand has a romantic 146- 
year history. It was issued in 1812 by the King 
of Spain 1o Ygnacio Antonio Pacheco of Tubac, 
a small community in what is now the southern 
part of Arizona. The brand design is still owned 
by a member of the Pacheco family. 
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Not quite 146 years old.. ‘but certainly 

well known...is the end-stamped brand mark 
on SOUTHWEST “FRIENDLY INDIAN" 
BRAND KD PONDEROSA. It's the trademark 
of quality in Ponderosa. For added sales, 
stock the lumber branded with 

the “Friendly Indian”! 


IF the young “Earp” or “Annie Oak- 
ley” in your family (or you) would 
like a colorful booklet telling about 
famous Arizona brands . . . complete 
with illustrations, brief histories and 
instructions on how to read brand 
marks... we'd be glad to send a 
copy with our compliments. Just write 
to our General Sales Office, Depart- 
ment A-2. 
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Y SOUTHWEST LUMBER MILLS, INC. 


General Sales Office: P.O. Box 908 + Phoenix, Arizona 


ALpine 8-4811 


Regional Sales Office: 135 S. LaSalle St.» Chicago, Illinois 
DEarborn 2-3595 TWX CG 3001 


Mills at Fiagstaff and McNary, Arizona 


TWX PX 495 
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HOME BUILDING COSTS DECLINING. 


Cost declines in 46 major areas were reported in a survey just completed by 
E. H. Boeckh & ASSociates, valuation engineers. In only six areas were increases 
noted, due mainly to labor rate increases built into contracts months ago. 





It's probably somewhat temporary, however, because since the survey 
carpenters in Memphis gained 50¢ per hour, spread over three years; laborers 
in Oregon received a 20¢ increase; carpenters in Boston are on strike for 50¢ 
more an hour. In Detroit, all labor contracts have expired and bargaining 
is underway for more money. 





HEARINGS COMPLETED ON HELP FOR SMALL BUSINESS. 


Bills are now being written, which incorporate two basic ideas to help 
small business. One is a long-term loan plan, plus some talk of establishing 
markets for small corporation stock sales. 





Tax relief is the more important feature of proposed legislation. This 
would be in the form of tax exemption, or postponement, on money re-invested 
in plant and equipment. Congress is also thinking of tax exemption earnings 
set aside by self-employed businessmen for their retirement. 











ADDS UNEMPLOYMENT CLAUSE TO MORTGAGES. 


Borrowers may skip six monthly payments of loan principal and interest if 

1 they lose their jobs with new mortgages being written by Talman Federal Savings 
& Loan Assn., Chicago. The new clause is believed to be the first ever 
incorporated in mortgages specifically to cushion the shock of unemployment. 











| Frankly written to encourage home ownership and to reassure prospective 
home buyers, the feature applies only to conventional loans. It will be 
available to all new borrowers and to those with loans lesSs than two years old. 





TALK LOWER INTEREST RATES ON MORTGAGES. 


! A_cut_on FHA rates to 5% from 5%% seems a real possibility, according 
to reports from WaShington. Many conventional loans are being made at 5% = 5%4% 
as lenders look aggressively for borrowers. 





Comment from builders this week frequently touched on job security as a 
factor in restricting sales. In the Chicago area, there was much favorable 
comment over the move by Talman Savings & Loan, described above, to waive 
payments for six months. 





ADVISES HARDWARE RETAILERS TO SELL BUILDING MATERIALS. 


Lumberyards are beating the pants off hardware stores, according to 
"Hardware & Housewares," a trade magazine. H & H further commented, "We think 
é of the modern lumberyard with its retail store as the natural result of 
merchandising trends of the day. We don't agree with hardware retailers 
who fight lumbermen as foreign elements moving into their territory." 








"Instead of fighting him, the hardware man could learn a lesson or 
two from his new competitor. In fact, many have. They have added a lumber 
department, where common sizes of lumber and other building products are 
Stocked, often on a self-service basis." 














BUILDING PRODUCTS MERCHANDISER 





Only from Friden... 


snarl Of 


Along with 

10-key speed Ta 

and convenience, VISIBLE PROOF 
OF ACCURACY. Full figures entered 
on keyboard show in Check Window 
before they are printed or added 


€ ,we 
@Friden Creates » 


@ 4 New World 


% ; - ove 


Operator's hand (right or left) 
RESTS WHILE WORKING on Friden- 
patented “Natural Way” keyboard. 
Over-size, plainly-labeled Control 
Keys (all live) speed out the work 


in comfort 


MULTIPLICATION is accomplished 
‘‘on the double” by Repeat Subtract 
and Back Space keys, with auto- 
matic stepover of multiplicand. No 
other 10-key adding machine at or 
near the price of this Friden can 


match its features. 


..Tape-Talk units that automate office paperwork routines by reading, 

writing, cale ulating with punched paper tape: COMPUTYPER® + ADD-PUNCH® 
SELECTADATA® + FLEXOWRITER® + JUSTOWRITER® + TELEDATA® 
AUTOMATIC INPUT-OUTPUT MACHINE «© Fully Automatic Calculator + Friden, Inc., 
San Leandro, California...sales, instruction, service throughout U.S. and the world. 
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The most exclusive screening you can sell... new KAISER ALUMINUM 






SHADESCREEN’ 
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Hot sun rays 
bounce off 

















|| Thus, heat 
|| can’t be 

|| trapped 

i inside. 
Sun can’t reach 

window glass. 
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Kaiser Aluminum ShadeScreen is made of 
thousands of tiny louvers, permanently 
slanted to shade and cool room interiors. 


From the side, ShadeScreen’s little louvers 
look like this . . . 17 louvers to the inch, 
slanted at a 17° angle to block heat rays. 








Hot sun is stopped cold. No harsh glare can 
get through either. Rooms look cooler, ac- 
tually are up to 15° cooler! 

















Keeps rooms up to 15° cooler 

Reduces glare and prevents sun-fading 
Gives daytime privacy 

Lowers air conditioning costs 

Won’‘t rust— minimum maintenance 
Easy to install 


Keeps out flying insects 

















Yet cooling breezes and daylight pass right 
through. You stay cool and comfortable 
throughout the hot summer days. 





ShadeScreen cools, shades and screens as 
no ordinary screening can. It offers you an 
unbeatable exclusive selling story. 


ShadeScreen Dealers Report Phenomenal Sales Success 


Latest reports from Kaiser Aluminum ShadeScreen dealers 
indicate that 1958 will be one of the biggest selling seasons 
ever. From every part of the nation comes news of spectac- 
ular sales and profits. 


@ Minneapolis, Minn.: S. P. Richardson of Lyndale Hard- 
ware reports, “We upped our sales for 1957 125%... 
sold our first order in two weeks flat.” 


@ Lovisville, Ky.: Paul C. Scobee of Scobee Bros. Hard- 
ware Co. reports, “We had trouble keeping up with 
demand . . . expect ’58 to be our most successful sales 
year.” 

@ Pasadena, Calif.: Jim Davee of Lincoln Avenue Lumber 
& Mill Co. reports, “We sold one home ShadeScreen 
.»» had six orders from homes in the same block within 
two weeks.” 


@ Moline, lil.: Keith Winters of Builder Lumber Co. re- 
ports, “Sales for 1957 were up 140%. We pulled in 
sales from 20 miles away.” 

See ShadeScreen featured on “Maverick”, July 6, 
ABC-TV Network. Consult your loca! TV listing. 


@ Plainfield, N. J.: Dick Loizeaux of J. D. Loizeaux Lum- 
ber Co. reports, “We ran ShadeScreen ads before last 
year’s hot spell and throughout the hot months. .. it 
paid off plenty big for us.” 


Stock, Display, Advertise Now! The biggest 
ShadeScreen selling season ever is here! Make sure your 
stocks are complete, that you have all needed display and 
advertising material. Contact your ShadeScreen jobber, or 
write: Kaiser Aluminum & Chemical Sales, Inc., Merchant 
Products Dept., 919 N. Michigan Avenue, Chicago 11, Iil. 
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*Trademark —a louvered screening product made by Kaiser Aluminum 


The most exclusive roofing you can sell... new KAISER ALUMINUM 


DIAMOND-RIB ROOFING 


a DRAINS OFF HERE. 


CAN’T PASS BETWEEN THE LAPS. 


























New Strength! Diamond-Rib roofing is up New Diamond Embossing! Adds beauty and New Weatherproofing! Special non-siphon- 
to one-third stronger than any standard distinction, improves glare diffusion, actu- ing drain channel, built into every sheet of 
corrugated or V-Crimp aluminum roofing. ally adds to the strength of the sheet. Diamond-Rib, prevents side lap leakage. 


New Kaiser Aluminum Diamond-Rib roofing and siding opens up 
new sales and profit possibilities for you. 

Its distinctive, beautiful appearance makes it ideal for carports, 
patios, garages, decorative uses, as well as conventional farm building 
uses. And it costs less than .024! 

This type of ribbed roofing has been fully tested and proved in 
actual construction use for over 8 years. It’s made in one width, one 
thickness, one diamond embossed finish to simplify your inventory. 








Seen By Millions on “Maverick" 


Kaiser Aluminum boosts your sales with 
dramatic coast-to-coast Diamond-Rib com- 
mercials on one of the most looked-at, talked- 
about TV shows in the nation... “Maverick.” 


Every week this smash-hit weekly televi- 
sion program delivers selling impact to an 
audience of over 35,000,000 people. 


In addition, Kaiser Aluminum’s great 
dealer merchandising program also backs you 
up with solid sales support in your store and 
all over your trading area. 





Be First To Sell Diamond=Rib 
Get the drop on competition by being the first to offer this sensational 
new building material to your customers. 

For full details about new Diamond-Rib roofing and Kaiser Alu- 
minum’s new stocking dealer sales promotion program, contact our 
representative, or write immediately to: Kaiser Aluminum & Chemi- 
cal Sales, Inc., Merchant Products Dept., 919 N. Michigan Avenue, 
Chicago 11, Illinois. 


DP lak KAISER 
New Length, New Width! New standard 14’ ALUMINUM 


and 16’ lengths provide fewer end laps. 
Also available in 6’ to 12’ lengths. Each 


sheet off full 48-inch wide net cover- 
tite. THE BRIGHT STAR OF METALS 








Specially made for DIAMOND-RIB ROOFING... 






NEW KIND OF NAIL 







DRIVES RIGHT! 
HOLDS TIGHT! 






4 
7 
* Kaiser Alumi- 

num’s new, im- 

proved screw thread 
nails are made for 
new Diamond-Rib 

Roofing... yet are 
ideal for any type of alu- 
minum roofing! 
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SHOULDER SEALS OUT WATER. 





=] CONE FILLS 
NAIL HOLE. 




































Larger neoprene washer has cone that fills 
and seals nail hole tightly. Flat shoulder 
keeps water out. 








LARGER HEAD HOLDS BETTER. 

















ly 

















NAIL HEADS 
HARDLY SHOW. & 





Larger “2 head provides more metal- 
gripping area, nails can’t pull through. 
Also lessens dimpling from overdriving. 


4 — ALL THREAD IN 
54. WOOD AS NAIL 
E4— I$ DRIVEN. 


iv 


Screw thread closer to point... nail less 
likely to bend when driven, less likely 
to “creep out” afterwards. 


Diamond embossed to match roofing. Nail 
heads are almost invisible. Hammer 
won't easily bounce off roughened head. 








HEAVY NAIL 
DRIVES BETTER. 











increased wire size improves drivability 
in harder materials. More nail area con- 
tacts wood for greater holding power. 








PROPER NAILING PROCEDURE FOR DIAMOND-RIB ROOFING 





crown. Every other crown at end 
laps, eaves and ridges. 





| Roofing is nailed on every third 






: i 


Siding is nailed 
in every third 








yea 





At side laps, nail at angle off 
crown to avoid puncturing the 
special drain channel. 


valley, or in ev- 
ery other valley 
depending on 
nailing strip 


spacing. 








HOW TO ORDER 


For Roofing 

2” nails are available through 
your jobber in 21/2 lb. boxes, 
525 nails to the box. Enough 
for five squares of roofing. 


For Siding 

1” nails are available through 
your jobber in 114 lb. boxes, 
525 nails to the box. Enough 
for five squares of siding. 

















These great new Kaiser Aluminum screw thread nails cost 
only pennies more per square than ordinary aluminum 


nails. Yet they offer your customer the positive assurance 
that his aluminum roofing is nailed down to stay down. 


New Diamond-Rib aluminum roofing and siding nails 
are now in stock at all Kaiser Aluminum warehouses, 


Order an ample supply from your jobber now! 








KAISER 







ALUMINUM 


THE BRIGHT STAR OF METALS 








Now you can get UP TO 21,000 LBS. G.V.W. in a 








dollar-saving series 50H or 60H Chevrolet truck! 





Chevro/et’s husky medium-duty trucks 
are ready to bring their special brand 

of saving to more jobs and bigger 

jobs than ever before! Special equipment 
is now available to boost them into 

the 27,000-/b. G.V.W. class! 





If your trucks run in the medium-duty range, 
you'll want to get acquainted with Chevrolet’s 
new Series 50 and 60 ‘‘H”’ models. These trucks 
are moderately priced like middleweights . . . but 
they’re equipped to work like heavyweights! 
They’re rated for profitable, big-tonnage hauling 
with G.V.W.’s that go up to 21,000 lbs. They’ll 
do many jobs that used to call for bigger and 
costlier trucks, thanks to a lineup of heavy-duty 
components that includes: 16,000-lb. rear axle, 
7,000-lb. front axle, 9!4” Hydrovac power brakes, 
high-capacity springs and big Taskmaster V8. 
The new Chevrolet ‘‘H’’ models do more work for 
the money; see ’em at your Chevrolet dealer’s! 


Tica CHEVROLET TASK: FORCE TRUCKS 
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Money-saving middleweight power 


The right power for your medium-duty job! 150- 
h.p. Jobmaster 6, famous for its economy and 
lasting qualities, is standard in Series 60 models. 
Big 160-h.p. Taskmaster V8 is standard in Series 
50, 50H, and 60H models. 


Built-to-last middleweight chassis 


Big parallel-design frames, rear axles with solid 
single-unit design, durable disc wheels—tough 
components for your tough jobs, in Chevrolet 
medium-duty trucks at your dealer’s now! 

Chevrolet Division of General Motors, 
Detroit 2, Michigan. 












































security 


ILCO pin-tumbler 
FORGED BRASS 
PADLOCKS 





















} ft» . a ¥ 
> MG) 
| RG ‘a : 
/ Here's real quality — solid all the way through, providing maximum 


pin-tumbler security ... lifetime durability. It's Ilco's famous 382-385 Series 
of deluxe, forged brass padlocks. This is where your padlock line should 


start. Accept no imitations! 


e Available in sizes 1%", 1%2", 1%" and 2°. 
Complies with Government specs. 
Immediate service on keying alike or master-keying to ILCO 





' 
= 
night latches, deadlocks, locksets, etc. 
i e Key changes practically unlimited. 
; e Attractive satin finish. 
i ® Case-hardened steel or solid brass shackle. 
e Available with chain. 
/ And most important — these locks are specially priced... to give you a good 
( profit and your customers a real value. Ask your jobber about them today or write 
; (~—>—_sus for full information. 
por) 
, 2 (E 








INDEPENDENT LOCK CO. 


FITCHBURG, MASS. 
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36” or 42” doors. 
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M-D PUSH GRILLE NO. 


A graceful addition to any combination door 
—wood or metal. 16” high for either 32 , 


cys, 
deme AY” 
M-D PUSH GRILLE NO. 


inexpensive and graceful 
high for 32” or 36 doors. 


high for 21, 
insert panels and for regular 32” or 36 
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M-D PUSH GRILLE NO. 6 


A handsome grille for aluminum or wood ( 


23”, 
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MACKLANBURG-DUNCAN CO. 











M-D PUSH GRILLE NO. 23 


Made especially for 32” or 36” combina- 


tion doors—wood or metal. 
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DEALERS onver to- 


DAY — your order will re- 
ceive prompt shipment! 


difference! 
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M-D PUSH GRILLE NO. 
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Made especially for storm doors, Available 
for 32” or 36” door. Approx. 12” high. 
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M-D PUSH GRILLE NO. 12 


Made especially for storm 
doors. Available for 32 or 
36” doors. Approx. 12” high. 


M-D PUSH GRILLE NO. 16 


Made especially for com- 
bination metal doors, 15 
high for 21”, 23” and 27 


insert panels and for regu- 
lar 32” or 36” doors, 
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Hardware, Lumber and 
Building Supply Dealers. 






























You can sell the difference! 
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FITS-ALL NO. 1 
Accordion-like action permits ex- 
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IN pansion to fit all doors. 
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FITS-ALL NO. 5 
Fully adjustable for nearly all 


standord size screen or metal com- 
bination doors. 











FITS-ALL NO. 8 


Features M-D's patented ‘flower-pot"’ 
size doors. Individually packed. 


Tornish Proof, Lifetime Finishes. 


style holder which mekes 
it easy to install this populor grille on nearly ell standard 
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M-D MESH GRILLE 
Interlaced ribs ferm streng 
protection. Available fer 32° 
ond 36” deers. 


FITS-ALL NO. 9 


Designed to fit all 
stenderd door and od- 
justeble to many 
ethers. 


FITS-ALL NO. S6 
Graceful in design and 
fully adjustable on 
standerd size screen 
doors. 


FITS-ALL NO. FS 


Can be adjusted to fit 
all doors from 22” to 
30” wide, and from 
75” to 55” high be- 
tween stiles. 


DOOR GRILLE 


yeti serene reser 


Fits 30”, 32” 
doors. 









MACKLANBURG-DUNCAN CO. 
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Nu-WAY SCREEN 


Fer doors or windew guards. 
» 36” and 42” 


Pa 


Ls; 















ye 





AMERICAN 
LUMBERMAN 


What’s Happening 


JUNE 23, 1958 


Lumber Outiook is Bleak; But Wholesaling 
Has a Bright Future, Say NAWLA Members 


Survey of National-American Wholesale Lumber Association also 


rel eals: 


Lack of trained salesmen or inadequate sales training 


wholesaler problem. 
Dealer weakne 


is biggest 


include excessive “price-consciousness” and “ poor 


merchandising” in wholesalers’ opinion. 


Fastest-growing competition for lumber wholesalers are cash-and- 


carry; dealer buying groups; retailers passing as wholesalers. 


Some 77% of lumber wholesalers re- 
port increased competition this year; 
86% report more by-passing; 75% re- 
port declining volume; and 60% report 
slower collections. Generally speaking, 
those wholesalers with warehouses or 
yards are relatively in better shape than 
those without yards 

These are some of the findings re- 
ported to the National-American Whole- 
sale Lumber Association at Colorado 
Springs, Colo., last month by Art Hood, 
editorial chairman of American Lum- 
herman, who coordinated a distribution 
research program for the 
group. Of the companies surveyed, 59% 
sell 90% or more of their materials to 


wholesale 


lumber dealers 

When asked about the future of their 
business, the tone of the response was 
somewhat pessimistic as far as use and 
consumption of lumber products, Hood 
told wholesalers. However, the surveyed 
firms were universally optimistic con- 
cerning the future of their own whole- 
sale firms and the NAWLA group. Typ- 
ical comments reporied were 
¢ “Per capita consumption of 
will continue to decline.’ 
¢ “Lumber must create new markets to 
hold its own.” 

* “NAWLA will 
service and influence.” 

¢ “There will be fewer, but stronger and 
larger wholesalers.” 

Weaknesses. The surveyed NAWLA 
members said that lack of trained sales- 
men is their greatest management weak- 
ness, followed by inadequate wholesale 
advertising and promotion. 

In answer to the question, “Is there a 
need for coordination of promotion and 
merchandising of lumber,” 90% _ said 
YES. One member wrote, “More should 
be expected (in promotion) from lum- 
ber wholesalers than from lumber deal- 
ers; only 30% of the dealers volume is 
in lumber.” 


lumber 


grow in significance, 
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Serious problems of wholesaling, ac- 
cording to the survey, include inade 
quate margin; by-passing by wholesale 
suppliers and customers; auction buying 
and selling and new types of competition. 

New competition. Cash-and-carry op 
erations and dealer buying groups were 
reported as the fastest-growing of all new 
competition to lumber wholesalers. Other 
competition mentioned by those sur- 
veyed, according to Hood, include 
* Retailers posing as wholesalers 
¢ Disillusioned plywood jobbers 
¢ Commission men 
* ‘Bedroom’ wholesalers 

Combination warehouse and rail 

Western buying offices. 

Dealer deficiencies. Members of the 
NAWLA feel that lumber dealers are 
lacking in “creative related and sug- 
gestive selling and promotion of our 
products” and dealers should “advertise 
our brand and line.” 

Other typical comments on 
wholesalers want dealers to do 
¢ “Compete with applicators.” 

* “Realize we must have a profit.” 

In viewing the manufacturer, respond- 


what 





Donald Meredith Heads 
Wholesale Lumberman 


New officers of the National-Ameri 
can Wholesale Lumber Association, 
named last month at the group’s Colo- 
rado Springs meeting, are: Donald R 
Meredith, D. R. Meredith Lumber, Inc., 
Madison, Conn., president, J. Ward Al 
len, Allen-Stoltze Lumber Co. Ltd., Van 
couver, B. C., first vice-president. 

J. Alex McMillan, John C. Shepherd 
Lumber Corp., Charlotte, N. C., was 
elected second vice-president; Sid L. 
Darling, New York City, reelected ex 
ecutive vice-president; George E. Har- 
ing, New York City, was elected to suc- 
ceed Darling as secretary; John J. Mul- 
rooney, H. M. Bickford Co., New York 
City, was elected treasurer. 











ing wholesalers lamented their failure to 
keep promises to the distributor; a lack 
of understanding of wholesalers and deal 
ers’ problems; unwillingness to accept 
specifications buyers want and need: 
by-passing; failure to supply detailed in- 
formation on supply and prices; delayed 
shipments; no protection or notification 
of price changes. 

Aid to dealers. Listing their own key 
services to dealers, NAWLA members 
said that the wholesaler finds good buys, 
provides full information on product 
availability for the dealers. He also finds 
better mixed cars, 
prompt shipments; locates needed mate- 
rials, expediting shipments and provides 
financial assistance 


services such as 


Ihe warehousing wholesaler, it was 
pointed out, also breaks bulk, providing 
LCL deliveries to dealers; carries slow- 
moving items, carries new items until 
consumer market is established and ca- 
ters to specialized needs. 

Using actual case examples, Art Hood 
told the wholesalers what retailers want 
from manufacturers and wholesalers and 
what the retail sales person wants and 
needs and isn’t getting 

At the top of the “want list” by deal- 
ers is “complete installation, erection and 
construction data sheets, manuals that 
can be understood by retail salesmen 
and do-it-yourself customers,” as well as 
“an estimating manual showing how to 
sketch and measure installations and es- 
timate the installed or erection cost of 
each item.” 

Other requests by dealers include rec- 
ommendations for proper inventory and 
turnover policies; factory training for re- 
tail personnel; field representatives who 
are properly trained; a quota that will 
earn an exclusive franchise for the re- 
tailer. 

Dealers especially want competency in 
handling employe and contractor meet- 
ings from the wholesaler salesman, Hood 
said, as well as help from the salesman 
on displays and advertising of his prod- 
ucts. 

Cooperation. Joint action in lumber 
promotion by the National Retail Lum- 
ber Dealers Association, the NAWLA and 
the National Lumber Manufacturers As- 
sociation was the subject of a_ post- 
convention conference by key leaders of 
these three organizations on May 30. 
(Also see report on NLMA meeting, 
page 18 this issue). 
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LUMBER 


PRICES 


Hike Sheathing Fir Plywood Prices 


Major fir plywood producers are rais 
ing the price of sheathing fir plywood at 
Northwest mills for the second time in 
recent weeks. The #«”-thick CD grade has 
gone up to $98 a thousand sq. ft. from 
$96. The increases became effective on 
shipments the third week of June on most 
price lists, including those of U. S. Ply 
wood Corp., Georgia-Pacific Corp. and 
Simpson Logging Co. Sheathing prices 
rose to $96 from $93 late last month. 

Sanded fir plywood prices generally 
continue at the level they fell to in late 
A pril—$64 a thousand sq. ft. for the key 

i”-thick grade 


From the Markets 
SEATTLE—Strong efforts to maintain 
present prices of Western red cedar lum- 
ber are being made. Sale of pine and out- 
put of shingles is smaller. Yards and mills 
are having a hard time controlling their 
inventories. Perfection shingles bring 
$9.50, with 2s and 3s moving at $7.75 
and $5.40. Industry-wide shingles are 
weak, with 2s and 3s down 

SAN FRANCISCO—Prices have in 
creased slightly, with both green and dry 
Utility and Economy fir dimension lead- 
ing in the price boost, along with Utility 
1 x 8 boards and specified lengths of 
standard and better dry fir dimensions 
Production of pine continues to increase, 
although orders have started to. slip 
downward 

KANSAS CiTY—lInventories currently 
are about 10% below a year ago and the 
need to restock items for jobs received 
by retailers finds shortages cropping up 
This is especially true in No. 2, 1 x 4 
kiln-dried boards, which are being used 
for flooring. Retailers have had to pay a 
little more for such items in order to get 
them and prices are running $75 to $80 
a thousand. There is a better demand for 
No. 2 & btr 2 x 10 dimensions in 14’ and 
16’ lengths, which are going at $95 


Preway in Huge Promotion 

Preway, Inc., Wisconsin Rapids, Wis., 
joins with the Colgate-Palmolive Co. in 
a national promotion beginning July 1 
rhe promotion, to be known as the AIll- 
Family Contest, features prizes for all 
members of the family and a major prize, 
supplied by Preway, will be a $2,500 Pre- 
way Dream Kitchen, with Preway built-in 
refrigerator-freezer, oven, surface range 
and range vent hood. 

The contest will run for three months, 
beginning July 1, and will be publicized 
at the consumer level through numerous 
Colgate-Palmolive TV programs. Preway 
distributors and dealers will tie in with 
the promotion through special point-of- 
sales displays supplied by Preway. 
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Two Retailing Lessons 
From Woman Customers 


“Wanting a new lawn mower, I 
went to a lumberyard which han- 
dled a make I liked. They did not 
have what I wanted, but thought 
they might later. Did the salesman 
take my name and phone number? 
He did not. He handed me his 
card. I bought another make at 
another lumberyard, which will 
now get my _ patronage.”—Mrs 
Betty Freeto 


“My husband is an avid do-it- 
yourselfer, but he is too busy to 
shop. He makes a list of things he 
needs. When I first handed one of 
his lists to a lumber yard salesman 
I was displeased with his ‘Ill-fill- 
this-woman’s-order-later’ attitude. I 
think I am just as important a cus- 
tomer as the several men he pro- 
ceeded to wait upon and who came 
in after I did.”.—Mrs. Robert Wier- 
sema. 


(Also see ‘Old-Fashioned Salesmanship” 
section starting on page 34 and ‘‘Woo- 
ing the Woman Customer” on page 46.) 








PLANNING MODEL HOME is Ray A. 
Schaub (right), past president of NRLDA 
and president of Northern Indiana Lum- 
ber and Coal Co., Whiting. F. O. Marion, 
general sales manager for Masonite 
Corp., helps Schaub select one of seven 
home designs in ‘Showcase of Famous 
Brands’ campaign. 


Dealers Active in 
Model Home Promotion 


Some 116 lumber dealers are partici- 
pating with 147 model homes in the 
Masonite “Showcase of Famous Brands” 
promotion, according to Paul B. Shoe- 
maker, Masonite Corp.’s vice-president in 
charge of sales 

“We are so encouraged by the fine re- 
sponse from lumber dealers that we are 
considering the continuation of a similar 
model house promotion for 1959,” Shoe- 
maker said. The program enabled dealers 
to erect one of seven model homes de- 
signed by Rudolph A. Matern & Associ- 
ates, nationally-known architectural firm. 
Special sales aids for the homes were 
given to participating dealers by Mason- 
ite. 

Most of the houses will be furnished 
and opened with attendant local promo- 
tions during National Home Week. 


Minnesota Jobber Expands 


Reserve Supply Co. has taken over 
operations of the C. C. Jolly building 
material division at Owatonna, Minn., 
with Mr. Jolly remaining in an advisory 
capacity and Gay Underdahl continuing 
as buyer and office manager. 


Puts Gold in Them Rolls 


Reflectal Corp., Chicago subsidiary of 
Borg-Warner and makers of Alfol alu- 
minum foil reflective insulation, is insert- 
ing special gold-colored aluminum cores 
into random rolls of Alfol. Each of these 
gold cores (dated and coded for identifi- 
cation) can be redeemed by the finder 
for $50 by sending his gilded trophy to 
Reflectal Corp., Chicago, along with his 
name and address and a brief description 
of the circumstances surrounding his 
“striking gold.” 

The core is not visible until the entire 
length of Alfol has been unwrapped. 
First man to find a gold-color core in a 
roll of Alfol insulation was Meyer T. 
Broome, Jr., L. F. Popell Co., Florida 
distributor, who made his find while in- 
stalling Alfol blankets in a home in Coral 
Gables. 
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Mills Approve Promotion Program 
After Battle on Dry Lumber 


Industry will spend $1 million or more to merchandise the merits of 


wood to the trade, consumers. 


For three days last month at Santa Bar- 
bara, Calif., the widely discussed $1.2 
million dollar promotion program for 
wood was an off-again, on-again propo- 
sition. In the end, the program was ap- 
proved but only after round-the-clock 
conferences, which at times disrupted 
scheduled meetings 

On the first day of the spring meeting 
called by the National Lumber Manufac- 
turers Association and attended by feder- 
ated associations, the long-standing west 
coast-southern pine feud over dry lumber 
broke into the open. Southern pine mills 
insisted on compliance with the American 
Lumber Standards and more representa- 
tives on the 35-man group slated to run 
the promotion program 

Because west coast mills will be paying 
about 80% of the cost of the new mer- 
chandising program, their reaction was 
positive and firm. “No soap, we will go 
along with only a broad program promot- 
ing wood as a basic material,’ was the 
gist of their feeling. West coast opinion 
carried the day and is expressed by com- 
ments from Floyd McGowin, Chapman, 
Ala., president of NLMA. 

Overall theme. McGowin explained 
that advertising in the program “will not 
deal with regional wood varieties, but will 
be an umbrella-type effort emphasizing 
new potentials of wood as a basic ma- 
terial.” He added 

“Our regional associations and indivi- 
dual companies already are conducting ex- 
cellent campaigns to promote their partic- 
ular brands and species. The overall ob- 
jective of our new program will be to bol- 


NLMA’S FIRST EXHIBIT to stress the ad- 
vantages of the modern wood school was 
crowded by visitors at the National 
School Board Assn. meeting in Miami 
Beach. Display showed how taxpayers 
can get more for their money with mod- 
ern wood schools. Their requests for 
NLMA's special kit on the construction 
of wood schools are still reaching 
NLMA's office daily. 


FLOYD McGOWIN, president, NLMA. 


ster these fine efforts by increasing pre- 
ferences for wood, as such, over compet 
ing products.” 

This is the first national wood promo- 
tion campaign to be conducted by the 
National Lumber Manufacturers Associa- 
tion since the late 1920's. 

Walter Leuthold of Deer Park, Wash 
board chairman of NLMA, said the pro- 
gram was drawn up by industry leaders 
“to meet the urgent need for a nation 
wide cohesive selling effort directed to 
ward the customer.” Further, he declared 

“Our advertising and promotional activ- 
ities will present wood in a new light—an 
atmosphere of new excitement. To point 
up wood’s dramatic appeal, for example 
we intend to cite spectacular contempo- 
rary uses by world-famous architects and 
designers. 

“Another theme of the program will hit 
hard at competing products. This partic- 
ular approach will underscore the fact 
that in many instances wood—unlike its 
competitors—requires no camouflage but 
can be left exposed for appreciation of its 
natural beauty.” 

The national promotion effort will be 
financed by dues payments of 10¢ per 
thousand board feet of lumber shipped by 
members of the federated associations. 
Comparable payments will be made by 
companies whose shipments are not fig- 
ured on a board foot basis. Funding will 
begin August 1, based on June shipments. 

The merchandising campaign will be 
directed toward all segments of the econ- 
omy influencing the use of wood—con- 
sumers, builders, architects, engineers, 
school officials, lumber distributors and 
dealers. 


June 23, 


White Roof Paint Sales 
Expected to Rise 
The paint industry expects to sell 
more white roofing paint this year than 
ever before, says the National Paint, 
Varnish & Lacquer Association. This 1s 
because tests show that white roofs, by 
reflecting both sunlight and sunheat, re- 
duce under-roof temperatures 10%-20% 
The following white paint types are 
recommended for specific roofings 
¢ Asphalt felt: exterior latex 
¢ Asbestos-cement shingles: two coats of 
exterior latex or a solvent-thinned resin 
primer followed by conventional oil base 
or alkyd resin base topcoat. 
¢ Galvanized metal: prime coat of zinc 
dust-zinc oxide paint, followed by any 
of the above topcoats 
¢ Wood _ shingles any non-chalking 
housepaint or any of the above top 
To prevent old shingle stain from 
through, use aluminum paint 


coats 
bleeding 
primer 


Flooring Group to Meet 

A summer meeting of the Maple Floor 
ing Manufacturers’ Assn. will be heid 
June 26, Union League Club, Chicago. 
President W. W. Gamble announces that 
procedures will be discussed for expand 
ing the market for Northern hardwood 
flooring. 


1958 Hardware Show 


Over 1,000 new products, new concepts 
in packaging and hard-hitting merchandis- 
ing plans will be introduced to buyers 
attending the °58 National Hardware 
Show and its Lawn & Garden Div., which 
includes a Casual Furniture & Outdoor 
Living Section. 

Frank M. Yeager, managing director of 
the show to be held at the Coliseum in 
New York City, Sept. 29-Oct. 3, reports 
that four miles of exhibits and demonstra 
tions will cover seven acres of display 
space. More than a million tickets of invi- 
tation will be given wholesalers, jobbers, 
distributors and dealers by exhibitors 
Advance registrations already have been 
accepted from buyers in every state, also 
foreign countries. 

Buyers may register now by writing to 
the National Hardware Show, Suite 1103, 
331 Madison Ave., New York 17, N. Y. 
The show also is making hotel reserva- 
tion 


Sales Up, Profits Down 

Retailers of all types suffered a drop 
in profits during 1957, despite a slight 
increase in sales, according to a survey 
by Fairchild News Service among 67 
companies embracing every major retail 
field. 

The average for the 67 companies 
showed a net profit on sales of 3.30% 
in 1957 compared with 3.49% in 1956 
and a ratio of net profit to net worth of 
9.59% in 1957 compared with 10.27% 
the previous year. 

The stores surveyed averaged 2.2% 
gain in sales over 1956. 
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News Makers 


* Robert W. Beffel has been named man 
ager, specialty div. (kitchen cabinets, 
vanities, china cases, mantels, etc.), Far- 
ley & Loetscher Mfg. Co., Dubuque, 
lowa. He succeeds L. E. Blichmann, who 
died several months ago 





* Building materials specialist Joseph M 
Fant has been named western sales man- 
ager for the new West Coast office of 
Timber Engineering Co., located in the 
Monadnock Bldg., 681 Market St., San 


Francisco 


* Hyster Co. announces the election of 
two new vice-presidents; Ray M. Ronald, 
who will be in charge of the Tractor 
Equipment div., and Frank A. Rostedt, 
who will direct all company activities 
outside of the U. S. and Canada, includ- 
ing manufacturing, sales and services 
Both new officers will have their head 
quarters in Peoria, Ill 


e AE Nichols has heen appointed gen 
eral sales manager, trade sales dept., 
{cme Quality Paints, Inc., Detroit, Mich 


Minnesota 
Paints, Inc., Min 
neapolis, announc- 
es the appointment 
of M. H. Laikola 
as advertising man- 
ager. He will han- 
dle all advertising 
activities within the 
38 state marketing 
area of the com- 
Laikola pany. 


¢ C. Hager & Sons Hinge Mfg. Co., St 
Louis, Mo., announces the appointment 


of Henry Belz Ill as vice-president in ® 

charge of production 

¢ Frank Heard, partner in the Motroni ORANGE Bil Ris Brand! 
Heard Lumber Co. of Woodland, has 
been elected president, Lumber Mer 
chants’ Association of Northern Califor 


sis. Sk inci: Shailesh. ads Like black cats, all bituminous pipe may look alike... 
mite Co., Fresno. but there’s only one genuine Orangeburg. 


ADOVERTISEO 


It’s the quality not the color that has made Orangeburg 


THE brand name in bituminous pipe. 

Dealers Will Tell How Be sure you deliver Orangeburg quality on every job. 
To Sell Kitchens It’s your assurance of satisfied customers. 

A program on the merchandising of oer ‘ , : , ; 
kitchens, appliances and built-ins will be Only an authorized Orangeburg Pipe Wholesaler can 
a major feature of the National Retail supply you with the genuine Orangeburg brand. Make _Exetusive Orangeburg 
Lumber Dealers Association s 1958 sure you get it. . . look for the name “Orangeburg” Fittings, featuring 
Building Products Exposition in Chicago, “4 d won Taperweld Joints, 
Nov. 22-25, according to Phil Creden, on pipe an fittings. simplify instal- 


chairman. lation. 


Yards represented will include Mathieu 
een Fa. ie Idee. U2: Siew ORANGEBURG MANUFACTURING CO., INC., Orangeburg, N. Y., Newark, Calif. 
Lumber Co., St. Paul, Minn.; Sterner 
Coal and Lumber Co., Belmar, N.J.; . — 
Thompson Building Supplies of Cham- 
paign, Ill. and Leach Brothers Co., Jo- ORANGEBURG tage 
liet, Il. Leading manufacturers will also 
participate in the program. 


cmapeneateepeieneseiaaiaaala 
ORANGEBURG 


Circle No. 8 on Coupon, page 72 
BUILDING PRODUCTS MERCHANDISER 





“Here’s the 
‘sellingest 

100 square feet 
in our store’ 


NEW ALCOA MERCHANDISING 
CENTER A REAL SALES MAKER! 


Installed by Peter Lumber Co., Philadelphia, Pa., this Alcoa 
Merchandising Center consolidates all aluminum products 
sold by the company in 100 sq ft of showroom space. It 
attracted over 200 builders and homeowners the first morn- 
ing it opened and has continued to boost sales ever since. 


Mr. C. Albert Stephan, vice president and treasurer of 
Peter Lumber, reports that the Alcoa Merchandising Center 
sells aluminum in two ways: 


“One, eye-catching appeal attracts countless customers 
who see what they came to buy—made of aluminum!” 


“Two, the ‘projected-sale’ rate is high. Customers admire 
“IT'S A SALES MAKER and keeps the customer aluminum-conscious,” quality aluminum storm doors, windows or other prod- 
says Mr. Stephan. He found the Merchandising Center creates ucts. When the chance for purchase comes... they 
interest, promotes sales for all the showroom’s products and doesn’t remember and return!” 


require constant attention. 
“And, the Merchandising Center also builds traffic for 


HERE’S A FELLOW WHO CAME TO BUY. He saw the colorful Merchandising other product displays with a corresponding increase 
Center and he’ll buy. As soon as he’s through admiring that alumi- in their sales, too.” 

num-clad insulation, he will discover he can get many other aluminum 

products for the home, such as combination windows and doors, For increased sales of aluminum products, lumber and 
paint, nails and fasteners, flashing, siding, awnings and hardware associated building items to contractors, builders and “‘do- 
for many different uses. it-yourselfers,”’ write to Alcoa for information on an Alcoa 
“Sales-Maker”’ Merchandising Center for your showroom. 
Alcoa will furnish complete blueprints, identifying sign, 
product source list and promotion aids that will help you 
sell from the display. 


WE CHOSE 


ALCOA 
ALUMINUM 


Mitt PRODUCTS 


Ca) 


“ALCOA THEATRE” 


FOR A a Sal 
no-tt Exciting Adventure 
tee Ome, Alternate Monday Evenings 
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. GET THE FACTS! The Alcoa Merchandising Center can be tailor-made 
acon ALUMINUM to your salesroom. Write now to learn how you can capitalize on 


the trend to aluminum products with this tested, proved Alcoa 


0) 
Care foe Home Merchandising Center. 


Aluminum Company of America 
1971-F Alcoa Building 
Pittsburgh 19, Pennsylvania 


Please send me the facts about an Alcoa Aluminum Merchandis- 
ing Center for my showroom. 


Name 


Address 


City 
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when you buy 
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® MILLWORK 


nce" 


from the mill 


You can reduce your costs 
up to 25%, increase your 
mark-ups! You pay less for 
nationally advertised Crest- 
line millwork. You offer your 
customers a finer quality 
product. You get delivery as 
fast as you need it. You have 
the advantages you need to 
compete in today’s highly 
competitive market. Get 
more information today. 


Write the SILCREST COMPANY 


We o Wisconsin 


Ponderosa Pine @ Union label 


Window Units Door Units 


y Removable Slideby 
—— ___ Window Units Stacking Awning 
Window Units 


Casement 
Window Units Weatherstripped Door 
Frames, Combination 
Sew-Storing Storms & Screens (with aluminum 
frame inserts), Louvered Doors & Shutters, Com- 
bination Aluminum Doors, Panel & Sash Doors, 
and other allied products. 


ic 
Removable Doubie-Hung 4 Bifold 
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NEBRASKA LUMBERMEN stock up on how-to-do-it literature to aid them set up their 
own farm building package selling programs. Meeting sponsored by Nebraska Lum 


ber Merchants Association was held in Fremont. 


Dealers Alerted to “Farm Packages” 


A series of I8 dealer sales meetings 
was held this spring by the Nebraska 
Lumber Merchants Association, high 
lighting complete farm building pack 
ages as the key 1958 sales opportunity 

Secretary Phil Runion estimates that 
approximately S500 dealers attended the 
meetings, which were concluded last 
month. Regional conclaves are staged an 
nually by the Nebraska group 

Commenting on the first meeting at 
Fremont, Neb., several dealers said 
“We're going to give the package farm 
building program a try in our area. It 
looks good.” 

Assisting in the current series are 
Everett Yost, Yost Lumber Co., Milford, 
Neb., association officer who has spe 
cialized in farm sales for his firm. Speak- 
ers at Fremont included R. M. Gerber 
manager, merchant product department 
and Grant Facer, manager, agricultural 


PHIL RUNION, right, secretary, Nebraska 
Lumber Merchants Association, with agri 
cultural expert Grant Facer, left, and 
R. M. Gerber, Kaiser Aluminum, center, 
at the Fremont session. 


Kaiser Aluminum & 


research — service, 


Chemical Sales Co 





U.S. Steel to Market Aluminum 


Coated Steel Sheets 


As a result of extensive studies of cus 
tomer needs and product applications, the 
United States Steel Corporation will soon 
enter the aluminum-coated steel sheet 
market, according to Richard F. Sentner, 
a USS vice-president 

Sentner indicated that the corrosion re 
sistance and heat reflectivity of the sheets 
will make them suitable for roofing and 
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siding. Uses in home appliance manufac 

ture will include kitchen range compo 
nents, laundry units, space heater reflec- 
tors and parts. 

The modified coating line of sheets 18 
gage and lighter will be produced at the 
USS Irvin) Works near Dravosburg, 
Penna., which is being modified now for 
introduction of the new line in 1959 
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NEW ALUMINUM SINGLE- AND DOUBLE-HUNG 


WINDOWS TO ROUND OUT YOUR TRUSCON LINE 


Truscon’s new Series 158 Aluminum Line is the win- 
dow you can sell for all types of construction, in any 
part of the country. 

Frame, masonry, concrete block, stucco... this win- 
dow fits them all. New design aluminum extrusions 
and advanced engineering give you all the advantages 
of an integral fin trim without the disadvantages. Fin 
flexibility makes it possible for you to sell this window 
for all construction types, with full conformity with 
regional preferences. 

Truscon’s new Series 158 is designed so that your 
customer can build construction of any type right up 
to it. Then, trim if desired. 

Round out your Truscon line. Stock, display, and 
sell Series 158 Aluminum Single- and Double-Hung 


Windows. Send coupon for facts. 


REPUBLIC STEEL 
TRUSCON STEEL DIVISION 


Youngstown 1, Ohio 


MARK OF MERIT 
PRODUCTS 


NAMES YOU CAN BUILD ON 
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Quality features to make sales fast: 


1 
2 
3 
4 
5. 
6 
7 
8 
9. 
10. 
11. 
12. 


13. 
14, 


. Etched and lacquered. 

- Solid white bronze hardware, tumbled and lacquered. 
- Flush integral lift. 

. High humidity gutter. 


Positive vent stops. 


. Self-compensating spiral balances. 
. Full perimeter silicone-treated wool pile weatherstripping. 


- Mechanically interlocked vent corners. 


Removable parting strip. 

Screwless mullions, nailing strips and anchors. 
Tight seal adjustable casings. 

Snap-in muntin bars. 

Extruded full and half screens. 

Storm sash. 


No other aluminum window can match them! 


REPUBLIC STEEL CORPORATION 

TRUSCON STEEL DIVISION 

DEPT. C-5474-A 

1058 ALBERT STREET + YOUNGSTOWN 1, OHIO 
Please furnish sizes, specifications, prices on Series 158 
Aluminum Windows. 


Name 
Firm 


Address 


Circle 


i eaerreeees 
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“DO - IT - YOUR- 
SELF CENTER” built 
by Bill Baker (pic- 
tured) is compact 
yet gives him 60 
cubic feet of stor- 
age space. Cabi- 
nets are faced with 
Nakora_ plywood. 
Note Perforwood 
swinging panels 
for tools. 





“Houseful of Ideas”—Living 








Exhibit of Improvement Ideas 


Designer-craftsman Bill Baker shows how do-it-yourself ingenuity, using struc- 


Appalachian Hardwoods are recognized 
everywhere for their fine natural qual- 
ities—soft texture, easy workability and 
attractive graining. Let the foremost 
concerns in this column supply you with 
well-manufactured 


Con- 


sult them on your next requirements 


dependable quality, 
Appalachian Hardwood products 


Wood-Mosaic Corp., Louisville 9, Ky. 


White and Red Oak, Walnut, Poplar, Basswood, 
Beech, Cherry, Mahogany and Lavan Lumber. Do- 
mestic and imported Veneers. Hardwood Flooring— 
Ook and Maple Strips and Laminated Block and : 

Special Pattern Flooring. BUILT-IN GUEST ROOM—Disappearing 
wall-bed with storage space for guests 


personal effects at rear. 


*Hamer Lumber Sales, Inc., Kenova, W. Ya. 


Exclusive Soles Agents for 
J. P. Hamer Lbr. Co., Inc., Kenova, W. Va 
Hamer Lbr. Corp., Appalachia, Va 
Manufacturers Appalachian Hardwood Lumber 


*Cherry River Boom & Lbr. Co., Richwood, W. Va. 


Appalachian Hardwoods, Flooring, Planing Mill 
Products. Glued Dimension. 


*Member Appalachian Hardwoods 


Manufacturers, Inc. 


always specify 
APPALACHIAN HARDWOODS 


BUNKS FOR THREE, 
slides like a drawer. 
used as facing on bunks and on walls. 


including one that 
Nakora plywood 
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tural and decorative plywood, can transform a “plain Jane” 
home with luxury touches and comfort. Lumberyards in the area invited thei 
customers to see Baker’s house, during 15-day public showing 
kind” of open house, says the U.S. Plywood Corp., 


project house into 


Here is a “new 


Sponsors 





HIDEAWAY BAR, when not in use, slides 
into compartment, concealed by folding 
doors. 


PULL-DOWN FOR TRAINS—Tracks are 
mounted permanently on board which 
folds up against wall 
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Boost your sales 
with unusual new 


free , 
display pl 












Let your customers sell themselves on 
Cyclone Fiberglas Screening! Just hang this 






powerful new sales aid—made of an actual 






30 x 30-inch square of Fiberglas Screening 






near your sales counter where it can work 






sales magic for you. Your customers will see 






it, feel it—and buy. This appealing sample 






will convince them quickly that Cyclone 






Fiberglas is the insect screening they want. 






Remember to point out these six features 






of Cyclone Fiberglas Screening: 








Never rusts — Never streaks 


Never needs painting 






Is dent-proof—Is fire-safe 





Is unaffected by temperature extremes 










Call your jobber today. Order six or more 
100-foot rolls of Cyclone Fiberglas Screening 
and get this dynamic new Cyclone Fiberglas 







Screening Display free with your initial 
purchase. Act at once and get this effective 
sales aid in time to tie in with the Owens- 






Now is the best time 
to check your stock 

of Cyclone Aluminum, 
Bronze and Galvanized 
Steel insect screening, 
and order what you 
need at once. 







Corning Fiberglas Comfort Conditioned 
Home Promotion. Remember—3 big names, 
Cyclone Fence, United States Steel and 








Owens-Corning, further strengthen your 
sales effort. 

If your regular jobber cannot supply you 
with Cyclone Fiberglas Screening, just fill 
out and mail the handy coupon below. 










USS and Cyclone are registered trademarks 













: 1 

' Cyclone Fence ' 

- Waukegan, Illinois : 

Cyclone Fence Dept - Please send me complete information on USS CYCLONE FIBERGLAS ; 

5 a and how | can get my sign i 

P 1 ' 

American Steel & Wire ' ' 

|!) eA t Name ' 
f Division of : ' 
. i] Company .. ' 

United States Steel : : 

Waukegan, Ill. * Sales Offices Coast to Coast - City ......... . Pas wes State - 


United States Steel Export Company, Distributors Abroad 
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MASONITE 
Wokes the News. - 








MASONITE® SHADOWVENT® 
@n inovation in lap siding 


Wherever you look... 


Bright prospects for profitable sales of 


SONITE PANELS 


How many lines do you carry that have built-in protection against wide swings 
in the business cycle? 


Masonite is one. Here’s why: 


When new construction is your most important market, you can offer the 
builder dozens of ways to make his houses more appealing—including the new 
designs made possible by Shadowvent' and the other Masonite’ panels for exteriors. 


When modernizing is the order of the day, you can show the home owner, the 
do-it-yourselfer, the remodeling contractor a host of ideas for adding livability 
and more value to existing homes—based on Masonite’s well-publicized, heavily 
advertised array of hardboard panels. 


To learn more about how Masonite is developing sales opportunities for you—in 
all markets—talk to your Masonite representative, or write Masonite Corporation, 
Dept. AL-623, Box 777, Chicago 90, III. 


SEADRIFT® and now, MISTY WALNUT 


panels and fixtures. .decorotive and practical. embossed and grooved surface in random plank pattern. decorative grooves and wood-grain finish. 
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open ar oo 
; | 
, % 
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PANELGROOVE® RIDGEGROOVE® RIDGELINE® 


for a continuous vertical pattern, handsome from a distance or close up. comb-textured surface, effective with battens, 


” 


—and these time-tested Masonite panels 
are still making building news: 


%* TEMPERED PRESDWOOD® all-purpose interior and exterior panel. 
* STANDARD PRESDWOOD the original Masonite pane! product. 


* PANELWOOD® for ceilings, walls, protected exteriors. 


* DUOLUX® smooth on both sides of the panel, _ oe ee 7 = 
weet een ee 


*# UNDERLAYMENT makes floor coverings last longer. 
7 ” 
* TEMPRTILE® scored in 4” squares; for bath, laundry, etc. ®Masonite Corporation—manufacturer of quality panel products. 


* LEATHERWOOD® surface resembles Sponish-grain leather. 
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Cockeyed Promotion 


LOS ANGELES—Who’s 
crazy? Don’t answer! 

Anyway, this is one of two 
signs identifying (?) the W. I 
Cooper Lumber Co., Los An- 
geles. 

“We have people stop in 
purposely to ask if we know 
it is upside down,” says Bill 
Cooper. “It has brought us 
more comments than any 
sign before. Los Angeles 
newspaper columnists have 
mentioned it. Motorists jam 
on their brakes to make sure 
they are seeing correctly.’ 


a5 Stout; | 


2 
*8 


A Profitable Hoop 


ALLENTOWN, PENNA.—A high scorer among new 
items introduced by Anchor Building Supply Co. is this 
combination basketball backboard and basket, which re- 
tails for $9.95. The backboard consists of a 4 x 6’ fir 
plywood panel, 34” thick, interior stock. 

“We advertised this unit in the sports section of the local 
paper and sold over half a dozen units the first week,” says 
partner Arthur Weiner. “Some customers bought two 
units. We have added it to our regular line and find it a 
highly-profitable sales item. Customers buy them for their 
backyard and summer places. The store display is an eye- 
catcher.” 


28 


J 


L 


Cross-Country Reporters 


Lumberyard with a View 


PETERBOROUGH, N. H.—Looking in on the Monad- 
nock Lumber Company’s new showroom, we happened to 
cast our eye out the back window. What we saw is one 
of the most tranquil scenes any lumber dealer can boast 
about. 

What you see in the picture is the Nubanusit River, 
which flows along one side of the lumber company’s prop- 
erty, to join the Contoocook River a short distance away. 
One sure thing: partners Albion J. LaFleur and Howard 
M. Pierce don’t have far to go fishing. 


Flying Lumberman and Friend 


HIGHLAND PARK, ILL.—Flying is the latest hobby 
of Lyle Gourley, owner, John Gourley Lumber Co. When 
most men are thinking about retiring, Mr. Gourley at 67 
decided to take to the air. He has soloed already and looks 
forward to getting his pilot’s license within a few weeks. 
His instructor is comely Miss Sylvia Roth, right. Inci- 
dentally, the Gourley firm has been a subscriber to Amer- 
ican Lumberman for more than 60 years. 
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NEW SPECIAL GALVANIZE 
can’t crack or chip. Bright, 
spangled and smooth 







HEMMED EDGE is straight 
and clean. Plasterer can 
work right up to the edge. 











CASING 


L ; \. SMOOTH EDGE makes 











MITERED OR SQUARE 
ends available as you 








specify on order. 4 f {_4 q’~ \ handling safe and easy. 
) «if [- No cut hands or 
Foil 7 snagged trowels. 







THE VITAL EDGE—no 

chipping or flaking with 

this special galvanized 
surface. 










PRE-PUNCHED nail holes 
are clean and well spaced. 
Help you get tight fit fast. 














TENSION HUMP SHAPED ONE PIECE—no welds. 
FLANGE assures tight, flat, Flange is flat before 
accurate tension fit. and after nailing. 






Make An Extra Profit On Every 
Door and Window Opening.. 


Mr. Dealer: Show a contractor how to save 50% | COMPLETE LINE... | 
and he will buy! Right? Well... you can do that very 














thing with the greatest of all Bostwick door and window BO i 
| casing. QUARTER AY NO. 32 NO. 16 
i bili a teil — ROUND BO ——— 
With Bostwick casing, the screed and trim are com- RY 

bined in one product. Better yet, there’s only one instal- BAY 





lation operation. And, best of all, the contractor gets 





| smart, contemporary design at half the cost of using SQUARE 





NO. 24 






wooden screed and wooden trim. FLANGE 


eS 
ee 
— eat 
Fe. 
=z 
© 
- 
La) 


Remember Mr. Dealer, Bostwick casing makes an 






extra profit for you. Bostwick sells only through dealers 






so you'll be profit-wise if you write for prices and casing MODIFIED 
samples today. SQUARE 















exclusively 


hrough 
THE BOSTWICK STEEL LATH COMPANY — 


107 HEATON AVE. : NILES, OHISD 
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Your builder customers know: 


Public confidence in the 


CELOT EX brand name 


REG.US. PAT. OFF, 





helps sell homes! 


So familiar to millions, the good ‘known name” of 
CELOTEX on every sheathing board is visible proof 
of quality construction ... in every price range... 
and your builder and contractor customers know it! 


Pre-sold through a third of a century of national ad- 
vertising and product performance, the name 
CELOTEX on Insulating Sheathing helps build your 
reputation for quality products . . . helps your cus- 
tomers sell more homes, faster! 

Double waterproofed and impregnated types in a variety of sizes and thicknesses. 


NEW! Yo" High-strength STRONG-WALLt SHEATHING. 
» Exceeds FHA standards, without corner bracing. 


A Celotex ‘‘Plus’’ 


‘Life of Building Guaranter YX } E ag Y . “ 

Ceintex Jumulating Sheatiring 4, our home-builder customers get this “Life-of- 
Building” guarantee to give every buyer. Indicates 
quality construction throughout ...helps close more 
sales. Also, attractive folder with builder’s name im- 
printed, free. Your Celotex representative will show 
you samples. 


ECELOTEX 


REG.US. PAT.OFF, 
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PRODUCTS... pre-so/d over a third of a century! 

INSULATING SHEATHING ¢ ASPHALT ROOFING * MINERAL WOOL e¢ FLEXCELL* 
PERIMETER INSULATION AND EXPANSION JOINT FILLER © INSULATING ROOF SLABS 
HUSH-TONE?t CEILING TILE * CELO-ROK* GYPSUM PRODUCTS * HARDBOARDS « 
INSULATING SIDING * CEMESTO* STRUCTURAL INSULATING PANELS * AND OTHERS 


INSULATING 


SHEATHING 


THE CELOTEX CORPORATION ° 120 S. LASALLE ST. °* CHICAGO 3, ILL. 
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Yow! 


from 
CELOTEX 


Insulating 


ROOF SLABS 


with exclusive 


VAPOR SEAL 
at ALL joints! 


Now ..perfected by Celotex 
for use in areas where a 
vapor barrier is required . 

insulating roof slabs with in- 
tegral vapor barrier, plus va- 
por seal gasket on one long 
and one short edge of slab! 


White ceiling surface of Celo- 
tex Insulating Roof Slabs is 
cleanable, paintable. Hand- 
some appearance, ideal for 
modern exposed-beam con- 
struction. Adds “‘sell’’ to the 


job! 


e Also Standard Type for 
areas not requiring vapor 
barrier! 


SAVES LABOR, 
TIME, MATERIALS! 


Roof Deck ¢ Insulation 
Finished Ceiling 


Vapor Barrier 
ALL IN ONE PRODUCT 
with 
ONE APPLICATION 





Store plus warehouse selling 


oe in a California yard, we saw a 

working example of a rapidly emerg- 
ing trend for this industry. Because the 
average lumber dealer showroom is small 
and a financial ceiling limits the size of a 
new store, we believe this could be the 
profitable merchandising pattern for the 
future. 

[wo years ago the west coast yard we 
visited was fairly typical. Most of the sales 
were to the contractor but because of a 
main street location, consumer business was 
increasing and a great problem from the 
servicing point of view. Physically, this prop- 
erty consisted of a store about 30’ x 40, 
three enclosed sheds, a millwork shop and a 
yard with limited mechanical handling 
equipment. 

At that time an extensive survey was 
made on costs and it was no surprise to 
management that both contractor and con- 
sumer business was being handled at mini- 
mum profit. Further study showed that the 
constant shifting of employes back and 
forth from contractor to consumer ‘selling 
was time-wasting and a poor utilization of 
each man’s abilities. Here surely was a 
phase of the operation which needed cor- 
recting. 

A basic decision had to be made at this 
stage. Would the yard continue to go after 
both consumer and contractor business? 
Management was well aware that some 
yards now were largely restricted to con- 
sumer sales. They knew, too, that some 
dealers continued to try for contractor 
business, but with scarcely a change in the 
operation in this field from 20 or 30 years 
ago 

The final judgment to cater to both the 
contractor and consumer came only after 
the existing property was carefully studied 
and assigned new sales functions. The new 
plan also included a fresh approach for 
handling the contractor. There are few 
yards which cannot adopt this overall pro- 
gram. 

Store. The existing showroom was only 
slightly revised structurally. Offices were 
reduced in size and modern self-service 
store fixtures were installed. The merchan- 
dise allocated for the store includes paint, 
tools and items rarely sold as part of a 
related sales with lumber and _ building 
materials. Inventory was rigidly controlled, 
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areas 


only merchandise with a good turnover was 
included. A convenient checkout desk was 
installed. The decision to control the kind 
and amount of merchandise in the store 
is the first step. Here is where many dealers 
stub their toe and end up with a hopelessly 
jammed showroom. 

Warehouse 1. Directly back of the store, 
the enclosed shed was not greatly changed 
aside from tighter inventory control and 
the installation of new racks for more vari- 
ety of items. This warehouse now handles 
consumer requests for materials cut to size, 
millwork and other items requiring informa- 
tion from trained employes. Merchandise 
for contractors is also stocked here, but few 
sales are made directly because of a new 
policy described further in this editorial. 

Warehouse 2. The existing building was 
completely revised for self-service consumer- 
type selling. Stock includes plywood, lumber 
and millwork cut to size, fiberglass panels, 
combination doors and windows, plus hard- 
ware normally a tie-in sale with lumber and 
building materials. One man handles this 
department, collects the customer’s money 
and in a building where the initial cost was 
written off years ago. 

It should be noted that equivalent new 
store area would cost a minimum of $70,- 
000 at today’s high building costs. 

Warehouse 3. This building is for dry 
storage of board products and millwork, 
largely for the contractor. The crew working 
out of this shed is concerned only with 
contractor orders. They never touch a con- 
sumer order and have become specialists 
in providing contractors with expert service 
found today in few yards. Full details will 
be published shortly in the magazine. 

It seems to us the dealer interested in 
building both contractor and consumer sales 
has but two choices. Either he can sort of 
drift into an operation as described above 
or he can get squared away all at once and 
start fresh on the right track. There are lots 
of four-letter words which sharply describe 
the sloppy handling of customers in many 
yards today. The decision for future change 
is up to management 
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the better to sowe you... 


Vance business publications have a new address, 
with more space and facilities to better serve readers and 
advertisers. And ...room in which to grow. 


One of these facilities is a well-appointed new 
conference room, which is available for small group meetings 
of the people, associations and companies in the fields 
served by our publications. 

Next time you are in Chicago, drop in and see us. 
We're in the heart of the Loop” right across the street 
from the Palmer House. 


» 4 Me Y ‘ ry. )) Y 7 rux Y ‘ 
VANCE PUBLICATIONS 
59 EAST MONROE STREET + CHICAGO 3, ILLINOIS «+ Financial 6-7788 
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“What we need today is not soft sell or hard sell—but SMART SELL". 
Now, more than ever before, the spotlight is on CREATIVE saiesmanship. 


Now is the Time for 


“OLD-FASHIONED” 


(Creative) 


SALESMANSHIP 


Along with recession headlines 
comes a cry for the enthusiasm and 
drive of the “old-fashioned” creative 
salesman to put things back in shape 

As a matter of fact, many a busi- 
ness “expert” who put all his faith in 
self-service and pre-selling by national 
advertising is frantically searching for 
the “old-fashioned” personal salesman 
whom he scorned only a few years 
ago aS an unnnecessary investment 

the type of salesman who ad- 
heres to the “Creative Creed” printed 
on this month’s cover of American 
Lumberman. 





—Courtesy, St. Louis Post-Dispatcn 
Return of the Exile 


By Bill Mauldin 


Where to find good salesmen. Lum- 
ber dealers with successful sales staffs 
that have “old-fashioned” spirit have 
recruited their star performers from a 
variety of sources: 

(1) Within the yard. Truck-drivers, 
ambitious yard men and office people 
have often started selling on a part- 
time basis to prove themselves. Many 
have developed into topnotch sales- 
men. This is especially true for sales 
and service to builders, where techni- 
cal building knowledge pays dividends 
and in selling home improvement 
packages. 

(2) Builder and contractor  sales- 
men. When dealers begin to control 
the building sale to consumers, many 
recruit the services of men who have 
had experience as builders. There are 
many contractors who are better 
salesmen than construction men— 
these can often make more money by 
collaborating as a salesmen for the 
dealer than as independent contrac- 
tors. Many outstanding home im- 
provement departments are headed by 
former contractors. 

(3) Non-salesmen. A growing num- 
ber of dealers actually prefer to re- 
cruit men who have had no prior sales 
experience, but who have ambition to 
sell and are willing to work the ardu- 
ous hours of a successful salesman. Al- 
though these people demand more 
training by the dealer they are usu- 
ally eager students and can develop 
rapidly if they possess the basic desire. 

(4) Other retail fields. As dealers 
expand specialty departments, they 
have brought in salesmen with expe- 
rience in hardware, kitchens and other 
prime retail lines. These men usually 
have a sound conception of consumer 


June 23, 


selling. Hardware men are particularly 
adept at store management as distin- 
guished from outside selling. 

(5) Women salespeople. There is a 
definite trend to feminine salespeople 
in the lumberyard, both as specialists 
in kitchen planning and interior dec- 
orating and as store clerks. This is a 
natural outgrowth of modern stores, 
which are increasing housewife traf- 
fic and the additional kitchen depart- 
ments within the lumberyard. 

(6) Graduates. Some 30 colleges 
are now granting degrees in Light 
Construction Engineering and Mar- 
keting. These graduates have been es- 
pecially trained for your business. 

Of course, a basic ingredient in an 
dealer’s success in recruiting and keep- 
ing salesmen with “old-fashioned” sell- 
ing spirit is the need for management 
itself to know and practice creative 
merchandising and to know how to 
compensate the creative salesman. 

“Management is the area where train- 
ing is needed most and the area of hu- 
man relations with salesmen is the 
most neglected in dealer manage- 
ment,” says William E. Culbreath, Jr., 
director of personnel for Pinellas 
Lumber Co., St. Petersburg, Fla. With 
truly creative salespeople so rare, 
“old-fashioned” leadership is demand- 
ed from management together with 
modern incentive systems. 

As for the creative salesmen them- 
selves, they have not disappeared from 
the retail lumber and building mate- 
rials business. Some top performers are 
portrayed on the following pages. They 
deserve the spotlight today when 
forceful salesmanship is needed more 
than ever before. 

—The Editors 
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ORIGINAL CREATIVE SALE was the Heddon job, pictured above. This $1,500 sale resulted from 
a call to estimate repairs on a porch and steps. Final job included front, side and back 
porches, ornamental iron railings, patio and paint job. 


Prize-Winning 
CREATIVE 
SALESMAN . 


THIS $700 JOB was one of seven back 
porch and steps projects, which resulted 
from the original creative sale. 


Creative selling can snowball a small job into a good- 
sized sale. The first-prize winner in American Lumberman’s 
Creative Selling Contest proves the point 

When Rod Burley, salesman for Tracy & Jones, Inc., 
Hornell, N. Y., called to estimate repairs on an old wood 
porch and steps, he saw a chance for the owner to im- 
prove her property. 

He suggested a new cement porch, fiberglass roof, new 
steps, Ornamental iron railing, a new back stairway and 
paint job. In an adjoining column, you will see the numer- 
ous items that went into the completed job. Instead of a 
$25 repair job, Rod Burley sold a $1,500 home improve- 
ment job. 

“Here my story should stop, but it can’t,” adds Burley. 
“This sale led to another job of cement porches, steps, iron 
railings, and patio. This sale was over $1,900. Again, peo- 
ple seeing these jobs in process bought another porch 
(12’ x 14’) fiberglass roof, iron railings and steps—over 
$800. 

“I started in April and have had one man busy building 
these porches and steps and he is now on his seventh 
project.” 

The following is a partial list of the jobs coming out of 
the original creative sale: 
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Rod Burley 


His $25 Estimate Grew into $1,595 Sale 


Andrews job cwccpe JOO 
PICOGOM.IOD . vo scne ess 190 
Smith job 2:66) 
FIOTMUCCK 100. 06.2 ese 500 
Murphy j00. ..4....... $00 

$4,495 


Burley says that many of the above jobs led to other 
materials and labor. “For Mrs. Andrews, I painted the 
house and built a cottage addition at the lake. Mrs. Hed- 
don’s job led to paint, new front doors, venetian blinds and 
a new steel cellar entrance. The other jobs all led to other 
sales and I know that these customers will be coming to 
Tracy & Jones many times this season and next.” : 





How's This for a Creative Sale? 

The items that went into the $1,500 creative selling job by Rod 
Burley were as follows: 

Cement, sand, gravel, cement blocks, form lumber, building 
paper, steel reinforcing, expansion strip, lead, iron railings, paint, 
screen wire, wall ties, nails, screws, finish lumber, dimension 
lumber, aluminum flashing, calking, sheet fiberglass, plastic 
cement. r 

Also wrought iron corner posts, wrought iron mail box, 
wrought iron house numbers, new porch lights, ready-mix con- 
crete. 
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Three Examples of Creative Selling 


(Honorable mention winners in American Lumberman Creative Selling Contest) 





Leaky Roof Leads 
To Major Remodeling 
For Motel 


A telephone call asking us to fix a 
leaky roof came to us one day the 
middle of last May. Upon answering 
the call, we found that it would only 
be a matter of a few years before the 
whole roof had to be replaced, so we 
suggested a new roof instead of 
repairs. 


The owner, however, didn’t see 
how he could afford it at that time. 
It was through our suggestion that 
we worked out a deal with him to en- 
close two spaces that he was then 
using for garages and make these into 
family apartments as the tourist sea- 
son was about to open in northern 
Michigan. 

He consented to let us give him an 
estimate, so we worked out draw- 
ings, details and estimates to reroof 
his motel and make these two extra 
units into added income for him. 


Payments would be fully met by his 
extra income. 

The total amount of the job was 
done under a contract by one of our 
crews for $3,800 from which we de- 
rived a job profit of $500 plus the 
profit on materials. So from the 
power of suggestion and creative sell- 
ing, the job was raised from approxi- 
mately a $50 roof repair job to a 
$3,800 contract job with the owner 
entirely satisfied and no cash outlay 
on his part.—Michigan dealer. 





Neither Snow Nor Sleet 
Slowed This 
Good Salesman 


It was a cold, raw day in Sekiu, a 
sleepy little sports finishing village, 
52 miles from the Nailor Lumber Co. 
store in Port Angeles, Wash., when 
E. R. Nailor of that firm arrived there 
on routine business. 

As usual, he was looking for new 
business and asked all his contacts if 
they knew of anyone thinking of re- 
modeling or building. One friendly 
customer said their neighbors, un- 
known to Nailor, had talked of a 
possible kitchen remodeling job. 

So at 8 p.m., with a snowstorm 
starting, Nailor knocked at their door 
and introduced himself to them and 
was invited in out of the storm. 
Nailor discussed the services he had 
to offer from planning through the 
completed job, meantime making up 


to their two beautiful Siamese cats. 
The prospects said they did not plan 
to remodel that year. However, after 
considerable discussion, Nailor was 
granted permission to look at thei 
kitchen and give them some ideas for 
the future. 

Once in the kitchen with a tape 
measure and a scratch pad, time 
seemed to fly and it was midnight 
over a cup of coffee and some mar- 
velous cake that they decided they 
would like to go further into a com- 
plete remodeling job and an appoint- 
ment was made for the following 
week to measure inside and outside. 
Then came a two-hour drive home 
through the deepening snow. 

After an eight-hour planning ses- 
sion the following week, the proposed 
job was decided upon and another 
appointment made for three days later 
to talk price. This, of course, was 
the crucial session as the job lining 
up was a major one. It involved a 
new birch kitchen with built-in cop- 


pertone Revco freezer, Revco refrig- 
erator, built-in dishwasher, — stove, 
oven and fan, new walls, floors and 
windows; a 12’ x 24’ addition involv- 
ing two new complete bathrooms with 
plastic tile walls, Formica countertops 
and new floors; also new walls and 
floors in two bedrooms, a_ utility 
room and new windows there, too. A 
new Frigidaire pink washer and 
dryer was sold above the contract, too. 
This last call took three hours, 
building in value and going over every 
phase of the work before the price 
of $15,200 was given, plus another 
four hours of discussion and minor 
changes until the customers agreed 
that they wanted to have the work 
done and signed the contract, which 
Nailor had been preparing during the 
last four hours of the interview. 
The job was completed within three 
months and the twice-weekly check 
up on the job helped Nailor to make 
many additional calls in the area with 
resultant sales of much more. 





Paint Chart Inquiry 
to Package Sale 
— $1,500 


1957, a customer ap- 
requested paint 


In early July 
proached me and 
color charts. In the course of the 
conversation, in which I let the cus- 
tomer do most of the talking, he dis- 
closed that his property consisted of a 
duplex house which he was renting. 
It was an older type house and the 
clapboards were in bad condition and 
he was not too happy about it. 

While he was in the showroom, I 
suggested our stained cedar shakes, 
which were on sale and in a color he 
and his wife preferred. I also told 
them that for very little more money, 
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they could have extra warmth and 
also avoid the necessity of painting so 
often. Also, the extra fuel saving to 
his tenant could be used as a selling 
point for increased income. Conse- 
quently, the customer arranged for 
the purchase of the cedar shakes, 
plus all the accessories. 

After drawing a rough sketch of 
the property and with the use of at- 
tractive literature, a new set of con- 
crete steps for the front of the house 
and wood steps for the back porch 
were incorporated in the deal, plus 
roof repairs and a Kool Vent awning. 

The next problem was a reliable 
contractor. I told him that we were 
prepared to supply the materials plus 
the labor—in other words, a package 
deal. A price was worked out to his 


satisfaction and the work proceeded. 
Unfortunately, our customer was hos- 
pitalized just as the work began. We 
made a special effort to check all 
phases of the work and keep him in- 
formed of progress through his family. 

Upon completion of the job, a 
check was received for $1,577 with 
an unsolicited letter of thanks. The 
total amount of the sale was $1,732 
including labor. Other suggested im- 
provements included aluminum storm 
sashes and doors, which no doubt will 
lead to a further sale of $959. In 
summary, by using the Art Hood 
method of creative selling, combined 
with the package deal, turned an in- 
quiry for paint into a sale of over 
$1,500, plus a future sale of $959.— 
E. P. (Chick) Jeffrey, Lockhart Wood- 
workers Ltd., Moncton, N.B., Can. 
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ones is in, Love | 


WHO WOULDN'T BE,... WITH HEAVENLY SURFACES OF 


NEVAMAR 





IT’S THE BIG PLUS THAT’S MAKING FASTER, PROFITABLE KITCHEN SALES! 


hl’ 16 tb 


NEVAMAR 


> a high-pressure laminate surface 
> designed for long life 
and lasting beauty 
» resistant to cigarette burns 
» withstands boiling water 
» won't craze, crack or 
peel in normal use 
> not affected by alcohol, 
fruit acids, ammonia, 
aes et Sativa ordinary ink or time 


S " Guereansed by ™ 
— Housekeepi ing > oy ban 
> never needs painting 


cy 
ras a advearisto 19 


NEVAMAR conforms to 
NEMA specifications 
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When you win the lady's heart, sales resistance crumbles. And it’s so easy! Just 
show her NEVAMAR in all the exciting patterns, colors and rich wood-grains— 
striking solids and delicate pastels that can be combined to create any decor of 
her choice. NEVAMAR is an easy-to-fabricate high-pressure laminate. It repels 
stains, scars, scratches, burns... and never needs refinish- ( Pen tgs 

ing. It’s perfect for every type of kitchen or bathroom Distributor Under | 
installation. Why not get your set of NEVAMAR samples now! | 


| 
“Plastics” in The | 


‘Yellow Pages’ | 


NEVAMAR DIVISION: 


7 NATIONAL (ails rodudts Coregany 


Saran and Nylon Filaments — Nevamar High-Pressure Laminates —Wynene Extruded and Molded a 
ODENTON, MD. e NEW YORK,N.Y. @ LONG BEACH, CALIF. @ MIAMI, FLA. e@ PORTLAND, ORE. 
Charlotte, N.C.; 5640 Wedgewood Dr . Memphis, Tenn.: 1008 N. Watkins > Indianapolis, Ind.: 6479 River View Dr 
Chicago, Ill.: 4900 W. Madison Street 
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l. Homer Holmes, one of 
25,000,000 loyal viewers 
of famed "Alcoa Theatre," 
NBC-TV. 


4. Homer corrals builder 
and hauls him off to 
local insulation 
dealer (could be you). 


Monday, June 30, Homer 
entranced by powerful, 
powerful commercial on 
aluminum-clad insulation. 


An 
ips 
, a 


cad 


% 


Te Fa 


£ ; a 


Homer gets hard sell on 
cooler summers and warmer 
winters for measly twelve 
dollar fuel bill each month. 


: 
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53. Whoo-ee! This, Homer must 
have for Care-free Living 
in new house. Unbelievable 


comfort at low cost. 


MORAL #1 


You can't sell 


aluminum-clad insulation 
unless you stock it. 


(Set up your own aluininum products center 
using attractive Alcoa displays. See local Alcoa 


sales office.) 


MORAL #2 


Enjoy "Alcoa Theatre" your- 





self on Monday, 


when Jane Powell stars in 


June 30, 


"Decoy Duck," a tale of 
gems and intrigue. 


ALCOA §&. 
ALUMINUAA 


ALUMINUM COMPANY OF AMERICA 





Your Guide to 
the Best in 
Aluminum Value 
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ON THESE 


NBC-TV 


STATIONS 


MONDAY NIGHT, JUNE 30 


ALABAMA 
Birmingham WABT 
Mobile WALA-TV 
Montgomery WSFA-TV 


ARIZONA 
Phoenix 
Tucson. 


ARKANSAS 
Little Rock 


CALIFORNIA 
Fresno 
Los Angeles KRCA 
Sacrament KCRA-TV 
San Diego : KFSD-TV 
San Francis KRON-TV 
COLORADO 
Denver 
CONNECTICUT 
Hartford-New Britai 


DISTRICT OF COLUMBIA 
Washington sa WRC-TV 


KVAR 
KVOA-TV 


KARK-TV. 


KMJ-TV 


KOA-TV.. 


WNBC-TV 


FLORIDA 
Jacksonville WFGA-TV 
Miar . WCKT 
Tampa WFLA-TV 
GEORGIA 
Atlanta WSB-TV 
Columbu WIVM 


Savannah WSAV-TV 


ILLINOIS 
Chicago 
Peoria.... 
Rockford 


WNBQ 
WEEK-TY 
wivo 


INDIANA 
Evansville 
Fort Wayne 
Indiana 
Lafayette 


WFIE-TV.. 
WKJG-TV 
WFBM-T 
WFAM-T 
Wed.—dela 
WLBC 

Fri 

South Bend WND 


V 
Vv 


Muncie 


IOWA 


y 


Davenport , woc-TV... 


Des Moines ; WHO-TV 
Sioux City KTIV 
Waterloo-Cedar Rapids 
KANSAS 

Great Bend 

Wichita 


KCKT-TV 


KARD-TV 


KENTUCKY 


Louisville 


. WAVE-TV 


LOUISIANA 
Baton Rouge ..- WBRZ 
New Orleans WDSU-TV 
Shreveport KSLA-TV 


MAINE 


Portland WCSH-TV 


MARYLAND 


Baltimore... WBAL-TV 


MASSACHUSETTS 
Boston 
Springfield.... 


WBZ-TV 
. WWLP-TV 


MICHIGAN 
Detroit... 
Grand Rapids 
Lansing 


MINNESOTA 
Duluth... 
Rochester 
St. Paul-Minneapolis 


WOOD-TV 
WJIM-TV 


WDSM-TV 
KROC-TV 
KSTP-TV. 


MISSISSIPPI 
Ps sk chitswes WLBT 

MISSOURI 
Kansas City 
St. Louis. 
Springfield.... 


WDAF-TV 
KSD-TV 
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KWWL-TV.. 


8:3 
] 


Mon 


9:30-10 


WWJ-TV... 


. -8:30-9 


8 :30-9 


8:30-9 PM 
8:30-9 PM 


-8:30-9 PM 


NEBRASKA 


aha 


NEW MEXICO 


Albuquerque 


NEW YORK 
Binghamot 


NORTH CAROLINA 
Charlotte 


W 


NORTH DAKOTA 


tow 


OKLAHOMA 


T 
| 


OREGON 
Portland 


PENNSYLVANIA 
Er ¢ 


;- Barre 


RHODE ISLAND 
Providence 


SOUTH CAROLINA 
jreenville WFBC-TV. .9:30-1 
TENNESSEE 
hattanooga ....WRGP-TV 
WATE-TV. .9:3 

WMCT wan 
WSM-TV...9 


9-30-10 


Tues 
KTBC . .9:30-10 
KRIS-TV....7:30-8 
Tues 
KTSM-TV. ..7:30-8 
WBAP-TV. ..8:30-9 
KPRC-TV 8 :30-9 
KDUB-TV. .9:30-10 
Sat 
-WOAI-TV....8:30-9 
UTAH 
Salt Lake City 1 fe 
VIRGINIA 
Norfolk 
Richn 
Roanoke 


WVEC-TV...9:30-10 
WXEX-TV. .9:30-11 
WSLS-TV...9:30-10 


WASHINGTON 
Seattle 


KOMO-TV 8:30-9 
kane ; KHQ-TV....8:30-9 


WEST VIRGINIA 
Huntington.... 
Wheeling 


.WSAZ-TV. .9:30-10 
WTRF-TV...9:30-10 


WISCONSIN 
Madison WMTV......8:30-9 PM 
Marinette WMBV-TV...8:30-9 PM 
Milwaukee............ WTMJ-TV...8:30-9 PM 
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“What Makes a 


Good Salesman” 


—as told by one of the best, winner 
of Huttig's Distinguished Salesman Award. 


By John E. Deibel 
Huttig Sash & Door Co 


I think a good salesman is the prod- 
uct of his company’s efforts in his 
behalf and his own ability to form 
good selling habits. As a Huttig Sash 
& Door Co. salesman, I have been 
fortunate in belonging to a company 
which does all that it can to make me 
successful. Our excellent sales train- 
ing and good supervision leave only 
my ability as the factor which deter- 
mines my success. In my own opin- 
ion, the two most significant habits 
that I have tried to develop are the 
intelligent use of my time and the 


CLDEALER POINTERS 





Pull Down to Sell 


A Model Farm Building is used by the 
Corn Beit Lumber Co., Bloomington, Ill. 
to promote farm building sales. To keep 
the model out of the way and still catch 
the eye of potential customers, manager 
Vern Prenzler has the model hooked to 
a pulley and raised to a point just below 
the ceiling. It's easy to lower it for 
closeup examination. 
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HED SALESMAN AWARI 


DINNER 


WHOLESALE SALESMAN, John E. Deibel, center above, accepts 
Huttig Sash & Door Co. Distinguished Salesman Award from 
George Metcalfe, president of Sales Executives Association of 


St. Louis (left) and T. R. Armstrong, vice-president and general 
sales manager of Huttig. Deibel won the award for sales 
excellence in his metropolitan Dallas, Tex., territory for Huttig. 





ability, through services, to exploit a 
maximum of sales possibilities in my 
territory. 

I think about my time in two ways. 
First I ask myself, Am I getting 
enough done every day?; secondly, 
Am I spending my time in the right 
places? : 

It is right to assume that if I am 
making eight productive calls a day 
and can increase that number to ten, 
my business should increase 25%. To 
do this, I try to prepare my week's 
work the weekend before. I use the 
evening time to take care of much of 
the detailed part of my work. That 
leaves my day hours free for the all 
important calls. 

Being an urban salesman, I have 
found that proper use of the phone is 
necessary. I use it to make appoint- 
ments and to conduct a great deal of 
business. : 

When at a lumberyard, I try to 
save both my time and my customer’s. 
Visiting is at a minimum. By checking 
his stock beforehand and always know- 
ing why I am there, I can be as bus- 
inesslike as possible, yet friendly, too 

To make sure that I am using the 
time properly, my company and I 
keep accurate records of my calls and 
sales and the percentage of calls re- 
sulting in sales. In this way I am not 
apt to fall into the rut that many 
salesmen do; that is, I try not to call 
on Mr. Doe every Monday at 2 p.m. 
just because that is what I have done 
for the past five years. It is only rea- 
listic to call often where my time 
produces results for the company and 
not so often where, for one reason o1 
another, the yield is not so great. By 
planning this way, I can cover my 


accounts with some degree of de- 
pendability. 

It should be said too, that as | 
develop more and more sales to a 
particular customer, I then devote 
added time to him. 

Finally, it is important to note that 
preparation and time-saving are wast- 
ed if a salesman hasn't the ability to 
seize selling opportunities and exploit 
them to the fullest; in other words, 
close sales. We at Huttig do several 
things to earn business. We hold meet- 
ings for lumber dealer customers, we 
hold clinics for yard personnel to fa- 
miliarize them with our products, we 
try our best to handle cleanly all or 
ders placed with us, and in general 
we offer our services to help our cus- 
tomers sell millwork. Years ago nearly 
all building materials were distributed 
through lumberyards; unfortunately 
today this is not true; so to help our 
customers maintain a high volume of 
millwork business, we spend much 
time calling on their contractors, de- 
veloping sales that quite possibly they 
would lose because they don’t have 
the manpower to put into the field. 
This is particularly true in city areas. 

By performing these services, we 
create profits for both ourselves and 
for our customers. In addition to this, 
by careful studies of inventories, we 
are on top of sales potential in all our 
customers’ yards and try never to be 
guilty of not asking for that business. 
A salesman who doesn’t ask for the 
order seldom gets it. 

It is my belief that these are some 
of the things that are important to my 
future with my company. I hope that 
with continued effort to develop bet- 
ter habits, I will gain profits for 
both my firm and myself. 
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Really widen your profit horizon! Promote 
GER-PAK Film versatility to both your builder 
and farmer customers. Unmatched in construction 
as a moisture, water, dust or air barrier... con- 
crete curing blanket... protective canopy...and 
for dozens of other uses. While on the farm, 
GER-PAK is tops for plastic greenhouses, mulch 
film, hen houses, windbreaks, silage covers, fumi- 
gation blankets, and many other uses. Tap the 
double polyethylene film market in your area now. 
Order GER-PAK Film from your distributor today! 


CHOICE DISTRIBUTORSHIPS OPEN in some areas. 
Write for facts. 

NEW, COLORFUL ADVERTISING—Pre-sells in the 
most-read, most-influential architectural, builder 
and farm magazines. 

FREE SALES AlDS—Counter cards, swatch cards, 
displays, ad mats and other valuable aids available 
through distributors. 


LARGEST SELECTION OF WIDTHS—From 10 in. 
up to 40 ft. wide. 


CHOICE OF COLOR—NATURAL, opaque 
WHITE, sunlight and weather resistant BLACK. 


EASY-TO-HANDLE PACKAGING-Even Sym 
40 ft. widths come conveniently pack- 6: 
aged in 6 ft. cartons. 4 swiss 
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GER-PAK-—THE SHORT WAY TO SAY SUPERIOR POLYETHYLENE FILM 





a 


Designed 
To Meet FHA 
Requirements ; * 





Moisture-vapor Silage Covers Materials cover Inclement weather 
barrier protection 


Virgin Polyethylene Film 
Gering Products, Inc., Kenilworth, N.J. 
a----------—-CLIP AND MAIL NOW !~---------2804 
Gering Products, Inc., Kenilworth, N.J. AL-6 
Please send me complete information and samples of 
GER-PAK polyethylene film and Miracle Tape. 


Name. 





Address 








City Zone 


r 
i 
i] 
3 
i] 
] 
I 
1 
I 
‘ 
1 
i] 
1 
+ 
i 
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My distributor is 
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Circle No. 20 on Coupon, page 72 41 








from the finest bath- 
room cabinets made 
Immediate delivery 
on over 140 models 
in 4 exciting series .. . The 
ever elegant MIRRO- 
CHROME, stately VICTORIA, 
EMPRESS, the builder’s de- 


ASK US ae By ' 

ight, and the cabinet of the 
ABOUT THE : future—VISTA VUE ... AND 
NEW : THE PRICE IS RIGHT! 
TUB-0-ROD 


( 
ms j EH ome O., Ine. 


12 FIFTH STREET, VALLEY STREAM, L. 1, N. 
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REDUCE delivery costs 
SPEED UP ——_ 


R:B 


ROLL-OFF " 


Compicte 
Beds Shipped 
i> 
“KD. Easy 
Assembly & 
Mounting 


Unload a Load 
or Half Load at a Time 


Write, wire, phone for 
Catalog and Prices 


The R-B Company 
1921 Guinotte, Kansas City 20, Mo. 


eee qauee ae eee ae oe 
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Good Salespeople Need 
Adequate Compensation 


If your markups are such as to provide adequate net 
profit before taxes you may use the following schedule as a 
basis of compensation to salesmen: 

1. For carloads direct to the job—I to 112% of the 
selling price. 

2. For carloads delivered from the siding—1'2% to 2%. 

3. For heavy construction projects delivered from the 
yard—2% to 3%. 

(The above prices would probably be below your regular 
house bill price list.) 

4. For house and barn bills—4% to 5% 

5. Sales at piece-price or jag-lot price—5% 

6. On end-use package sales on a monthly payment ba- 
sis where lump sum is arrived at for a guaranteed mate- 
rial list on package—8% to 10% 

7. On end-use package sales where labor is sold with 
the materiais and the company takes responsibility for 
labor—12% to 15% 

The extra commission to the salesman, 
must be added to the selling price of the end-use 

Commission on new home sales and extra large remod- 
eling packages should be 3% 

It is also suggested that you give a premium of 1% of the 
selling price tor the first monthly payment sale to any 
consumer customer. 

Where the high figures are used as a compensation basis 
from the above table, include auto and other expenses of 
the salesman. If the low figures are used, pay such ex- 
penses separately. 

Salesmen should participate in the same vacation pro- 
grams and fringe benefits as other employes. 

A drawing account should be provided against commis- 
sions which are figured on every sale. This drawing account 
may be considered a base salary and increased when com- 
mission totals over a period of time indicate higher earning 
power 


beyond 5% 
packages. 


—Art Hood 


According to a national survey just completed, pay- 
ments to salespeople for mileage runs from 6.5¢ per 
mile to a high of 11¢ per mile. This makes a national 
average of 8.85¢. Almost 10,000 cars were covered by 
the survey, sponsored by Emkay, Inc., auto fleet leasing 
firm. 





Try Skirts for 
Creative Sales 


Selling to the housewife 
trade by housewives is in- 
creasingly popular among 
lumberyards. Many deal- 
ers who have employed 
women in sales positions 
say they are both creative 
and persistent. Most of 
the women are specialists 
in kitchen planning or in- 
terior decoration and they 
soon learn the intricacies 
of cabinetry and building 
materials, it is said. Star 
example pictured at right 
is Mrs. Anne Gorthy of 
Little Rock Lumber Co., 
Mt. Pleasant, Mich. 
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Custom 600 - 700 
Exclusive! 8 Floating Wheels 


= 
Sql 
Only from 9 
Kennatrack eee 
eleven series of be | 


by-passing door 


4 
ad 


+ 
| 


hs 
Scottie 2025, 2050, 2075 
with Grip-lock Hangers 


hardware 


Only Kennatrack offers you quality 
to meet every need for home, 


office and light industrial building. 


, Scot 
Only Kennatrack concentrates all otthi wan baa 


of its engineering and manufacturing % Cee, sels 
skills to produce hardware for ee i 
gliding and folding doors. This is 

the reason for such exclusive 

and important installation features as 

hangers with ‘‘floating’’ wheels, 

expansion sleeve and top 


center mounting. Fascia 5000 - $500 


- with Concealed Track 
Look for the name Kennatrack. 


It is your assurance of track that 
“lasts a housetime.” 


Custom 250-A 
Exclusive! Step-up Track 











For quiet and for quality 


| | KENNATRACK’ 


KENNATRACK is sound- KENNAFRAME. Original all- ee a a 


conditioned; it glides. Only steel frame, with aluminum Kennatrack Corporation, Elkhart, Indiana 
Kennatrack offers hangers with track and hangers for fast, A subsidiary of Ekco Products Company 
eight floating nylon wheels. easy pocket door installations. ©1958 
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Ad Remodeling Package-of-the Month 


ATTIC ROOMS 


Dealers in business prior to World War IL will remember 
the inexpensive materials sold for most attic conversions. At 
that time cash was short and the homeowner finishing off an 
attic largely had in mind added sleeping quarters—not too 
comfortable or attractive for casual guests. 

The sale package rarely went over $150 to $200 with the 
homeowner doing most of his own work. We remember that 
nails were frequently left exposed and often the whole job 
went unpainted 

Minimum attic jobs now are the exception rather than the 
rule. The price tag now is often $5000 to $8,000 when a 
dormer is required, heating is installed and a new bathroom 
Is specified by the customer. 

Often because of newer materials and upgrading by the 
homeowner, who still has a nagging fear and memory of old 
attic jobs, the upstairs becomes the most attractive area in 
the home. The photographs on the opposite page illustrate 
this trend to quality and better design. 

When it comes to a kitchen, most dealers fully appreciate 
that a sketch, including all the latest improvements and con- 
veniences, sells both the job and a bigger list of materials 
[he transition of the attic to a sizeable sales package is not 
quite so well understood 

No longer a haven for hungry relatives, the attic space is 
often the only economical area available for the man with a 
growing family. Small lot size and helter-skelter floor plans 
of many postwar homes often rule out other types of remodel- 
ing 

The trend to “just like the rest of the house” attic remodel- 
ing is, of course, all to the good for the lumber dealer, Let’s 
review a few specific examples noted by our editors on recent 


field trips. 


Millwork. wider sales of built-ins along the walls, usually 
first-line cabinets, often custom fabricated. Frequent sales of 
desk areas, wardrobes. More selling of ready-framed doors 
for both professional and do-it-yourself application. New, 
larger windows for the attic sell well because they bring in 
more light. 


Floor coverings. Increased sales of wood flooring, frequent- 
ly prefinished wood blocks. Better grade of resilient flooring in 
Ve” guage. A growing understanding that jobs often sour with 
1/16” unless the application is perfect... it has little latitude 
for do-it-yourselfers 


Wall coverings. Pre-finished wood paneling growing in pop- 
ularity because of easy application, no finishing by the ama- 
teur. Dry wall still scares most handymen. Also, part of the 
up-grading trend for attics. Drywall still preferred by the pro- 
fessionals. 


Ceilings. Newer acoustical tile board with patterns and 
colors are catching on fast. Again professionals stay with dry 
wall, but consumers often are insisting on acoustical products 

Remodeling is becoming a dominant factor in building. 
Dollarwise, many experts feel home improvement volume has 
already passed new home building and that it will remain 
ahead for the next five years. Word-of-mouth advertising is 
hardly adequate for reaching all the prospects for remodeling 
in your community. Newspaper layouts, as shown on the 
right, will do a job if backed up by your own crew of mechan- 
ics or qualified contractors. 
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ALL ILLUSTRATIONS for this ad layout are from 
American Lumberman's ADservice catalog, which 
also shows additional ad layouts and suggestions 
for planning your advertising program. A free cat- 
alog is available upon request. 


NAME OR SIGNATURE CUT HERE 


WE'LL HELP YOU PLAN A MODERN 
ATTIC BEDROOM 


f unused atti 


Complete Materials for Typical 15 x 20 Room 


As low as $00 per month 


Home Improvement Service Saves you time and money! 


GZS | 




















low os : cuntucaitmnncaiias GNU TD 
- $00 Se  e 
PER MO. a | | 


YOUR NAME 
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EASY ACCESS to storage is demanded in today's 
attic remodeling. Here a full sized door leads to 
storage for a variety of items. 





INSET CHESTS, knotty pine paneling and an acoustical ceiling 
were included in this job sold by A. Boilard & Sons, Inc., Indian 
Orchard, Mass 


FOLDING STAIRWAYS are the answer 
for many attics. Quality stairways have 
added safety factors, stand up better 
in daily use. 





ATTIC ROOMS 6 


in a series 








Though it’s a lot of work and power tools are al 
most a “must”, attic remodeling continues to be a 
top do-it-yourself project. Much of the credit must 
be given to manufacturers for few remodeling jobs 
are so well covered by excellent descriptive literature 
Because it’s farily straight work requiring minimum 
skill, this is remodeling which can be promoted to the 
family handyman. 

While the more elaborate attic remodeling jobs 
are not beyond advanced amateurs, the really fine 
jobs belong to the professional. Special dormers are 
frequently needed for a good floor layout and this 
requires an expefienced crew. 

As on kitchen jobs, the sketch, which shows graphi- 
cally that you understand the prospect’s needs, is 
the key to closing the deal 


yi 
Atty 


CLEVER TOUCHES in millwork—a window seat, built-in book 
cases. Contemporary pull-down lighting gives the attic cus- 
tomer appeal. 





CUSTOM MILLWORK prevents an attic from being stereotyped, provides added con- 
venience for the customer. Here's a desk, lots of compact storage in a small area. 
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American Lumberman Special Report 


Wooing 


Women 


Customers 


It takes a technique that isn't too hard to cultivate. Here are some dealer-proven tips. 


The wise lumber dealer has long realized the element of 
truth in the adage, “Never underestimate the (buying) 
power of a woman.” 

Yet a survey conducted by one dealer among prospec- 
tive women customers indicated that most of the women 
had never been in a lumberyard before they visited his 
place of business! 

There are so many ways that dealers can appeal to style 
conscious females who want to stretch their buying dollar 
that the female customer is often easier to sell than the 
male. Provided, of course, the salesman is aware that it 
takes a different selling technique. 

A neat, attractive showroom is a No. 1 requisite for the 
dealer going after the housewife’s business. Dusty dis- 
plays and other signs of poor housekeeping create a bad 
impression and a negative reaction. 

A home planning center, comfortably furnished and full 
of new home and remodeling ideas, will attract most wom- 
en. Mockup sections of attics, bathrooms and other jobs 
will create favorable attention if they are properly identi- 
fied. This bring us to an an all-important point—com- 
munication. 

Say it simple. Salesmen must be able to translate lum- 
ber and building terminology into a language women can 
understand. Women are interested in the end result, not in 
technical terms, which scare women away. Selling the 
beauty and convenience and prestige of the product or 
project are sales points women understand. Smart sales- 
men keep up with the shelter magazines, a continual 
source of ideas for women, who want something “just like 
that.” 

A good kitchen display is a No. 1 store attraction to 
most women. Feature builtins and cabinets in a variety of 
price ranges. Photos of completed jobs, in color if possible, 
will help do a selling job. Likewise, a home decorating 
center with paint and wallpaper and accessories is sure to 
get a good play from women. 
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Some dealers have introduced a gift department as a 
means of building year-round women’s traffic; housewares 
and small appliances serve the same purpose. A special 
bargain table for women is a magnet to the perennial 
woman bargain hunter. 

Kitchen clinics, paint demonstrations and do-it-yourself 
schools are being used by many dealers to attract more 
women customers. At least one dealer has a decorating 
clinic exclusively for women; another has conducted a 
power tool clinic just for women. Many dealers have a 
special meeting room available to women’s organizations, 
thereby providing a ready-made audience for a dealer pres- 
entation on any subject. 

More salesladies. Many dealers have one or more sales- 
ladies on the floor to encourage women shoppers. The dec- 
orating center and kitchen headquarters are often staffed by 
women, but some dealers have women selling almost store- 
wide lines. 

As a decorating specialist for Cicero Smith Lumber Co., 
Lubbock, Tex., Mrs. Glenna Sealy has handled decorating 
details for over 200 new homes. She also gives decorating 
advice on remodeling jobs. About 50% of Mrs. Sealy’s 
customers are women. She finds that about 75% of the 
women make their own purchasing decisions while 25% 
are influenced by what their husbands tell them to buy. 
Mrs. Sealy is the buyer for builders’ hardware, paint, light 
fixtures, bathroom and kitchen cabinets and accessories. 

Women have been used very successfully on house-to- 
house surveys for remodeling leads. They can frequently 
ferret out more information than a man and gain entrance 
often denied a male solicitor. 

Advertising slanted toward women is a must. IIlustra- 
tions and text should play up the beauty and convenience 
of the completed project made possible by easy payments. 
Be sure and include women and sometimes family groups 
in your ad mat illustrations. Remember to include several 
products of definite interest to women. 
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What Women Say About You 


Here are some things they like and don't like about what they find in lumberyards. 


Skirts vs. 
Overalls 


Just Like 
Home 


P< 


Assembly 


Service 


Nice 
Service 


I had one bad experience that almost 
cured me of asking for advice in a lum- 
beryard. I wanted to make a folding 
table like you find in house trailers. A 
lumberyard clerk said it couldn’t be done 
In other words, he couldn’t be bothered 
with a silly woman! I’m afraid of being 
treated that way again, so I get my ad- 
vice first, then buy materials. 

I don’t think it’s necessary for lum- 
beryards to stock everything like a dime 
store. But I do expect to be able to pre- 
sent my problem and get some intelli- 
gent answers. 

One more thing—I don’t expect to 
be kept waiting while every man in the 
place who’s wearing overalls gets first 
treatment. Maybe I don’t spend as much 
money, but I like to feel I’m just as 
important as a carpenter Mrs. Dick 
Rocketts 


I practically live in a lumberyard 
My husband and I are building our own 
house and I’m down here all the time 
for materials. Of course one of the trucks 
delivers most of the materials, but we're 
always needing one item or another. To- 
day, it’s only a piece of 2x6 plywood 

The clerks seem to know the answers 
and the store has stocked everything we 
need. We did shop one or two other 
places first to compare prices. Since this 
yard is only five miles from home, it’s 
real handy.—Mrs. Ruth French 


My husband, who is an armchair 
handyman, likes to buy kd packages at 
the yard, but it is up to me to do the 
assembly job. Can’t something be done to 
simplify those install-it-yourself instruc 
tions or at least put them in larger type 
so that one can read them without hav- 
ing to dash for a magnifying glass. Bet- 
ter still, why can’t the yards do the as 
sembly work? I tugged with a picnic 
table all afternoon and more recently a 
charcoal broiler. I want to leave the 
broiler outside in a corner of the garden 
Do you think the yard might have some 
sort of plastic cover for it to protect it 
from the rain? —Mrs. Mildred Thomson 


I come here because it’s the nearest 
and the clerks are the nicest. Besides, 
they seem to have everything I want. 
I've been here twice before this year. 
This time, it’s for roofing cement and 
calking. 

And see how nice he was. (Salesman 
comes running out with some screws she 
had forgotten)——Mrs. Lillian Morton. 





No Laughing 
Matter 





Help 
Wanted 


Piece 
Pricing, 
Please! 


Let Her 
Look 


¥ 
Lr 


Buying a new home starts a good 
many women On a do-it-yourself spree 
Right now, I'm working on a cocktail 
bar. The smartest thing I’ve learned in 
a lumberyard is how to cover up my 
mistakes by using molding! I won't trade 
in a lumberyard unless they cut my 
lumber for me 

I know I give them a bad time when 
I talk with my hands to show what I 
want or when I ask for a ‘thingamajig 
about so long’. I know what I want and 
I expect them to help me learn the 
right names. I always have the feeling 
that they're laughing behind my _ back 
when I leave. That doesn’t bother me 
But if they give me the impression that 
I'm out of my element lots of them do 
this—I look for another place to buy 
materials—Mrs. Sibyl Fredee: 


Lumberyards must realize that women 
are going in for bigger and more com- 
plicated jobs ind they're going where 
they get the most intelligent treatment 
I'd go clear across town to a yard where 
I knew I could get the help I need. In 
my opinion the owner of a lumberyard 
needs to specialize as much in educating 
his women customers as in salesmanship 
or merchandising. A fancy store doesn’t 
appeal near as much as the helpful ad- 
vice and attention to my problems 
Miss Bobbie Skaggs 


My husband and I work together on 
most of our projects, so he usually buys 
most of what I call the technical mate- 
rials. If there’s one thing I like best 
about a lumberyard and store, it’s the 
kind that operate like a supermarket. | 
like to buy housewares, yard equipment 
and maybe picnic supplies all in one 
place. It certainly saves time and gas! 

I've never been mistreated or resented 
by clerks in a yard. But there’s one 
thing that bothers me. Why do their em- 
ployes insist on quoting lumber prices by 
the thousand or whatever it is, instead of 
saying, “That piece will cost so much’ 

Mrs. Charles Frit: 


Twelve years ago when I began to 
shop in lumberyards I felt out of place 
I now see many women customers 
around. I don’t like to be hurried when 
I shop. There isn’t anything that annoys 
me quite so much as one of those you- 
are-taking-up-my-time stares from a sales 
man who insists on trotting at my heels 
The salesmen where I now buy under 
stand the woman shopper Mrs. Mary 
Cronin. 
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RAISED HANDS indicate a first trip to lumberyard for half of the women from a 
VFW post auxiliary. Many saw items they wanted to buy immediately. 


New Women Customers 


That's the record established by Gee Co., Chicago metro- 


politan yard, since it started an all-out drive for feminine buyers, 


January 1. 


Here are ideas every dealer can use to build business with 


customers who make most of the buying decisions. 


Developing ideas to attract women customers has paid 
off at the cash register for Gee Co., one of Chicago’s 
major retailers of building materials. 

In the first five months of this year over 400 new 
women customers were added to the Gee files. Most of 
these customers were among the 1,200 women who at- 
tended special cooking demonstrations sponsored by Gee 
for women’s organizations. It was the first visit to a lum- 
beryard for 600 of these women and one-third returned 
to buy at Gee. 

How does Gee attract women? Actually, it’s a combi 
nation of factors which all add up to one thing—plus sales. 
Here are some of the things which help: 

1, Slanted ads. Gee not only slants its ads to appeal to 
women, but has a woman advertising manager, Miss Ruth 
Maisel. Ruth’s copy and layout are planned to catch the 
housewife’s eye by emphasizing: 

Application and versatility of the product; how it will 
look in the home; decorative possibilities; convenience; 
price; reliability of name-brand items 

2. Product lines. Gee’s experience has shown the fol- 
lowing items are of unusual interest to women: paints, 
paneling, housewares, giftwares (some imported items); 
lawn and garden equipment including dog houses and 
barbecue supplies. Gee has special bargain table for ladies. 

3. Kitchen display. The firm’s three model kitchens un- 
doubtedly attract more attention from women than any 
other display. Kitchen sales have tripled since Gee added 
kitchen specialist, Don C. Erickson, to its staff five years 
ago. Gross sales in the kitchen department average $200,- 
000 annually. 

4. Demonstrations. These are tied to the kitchen display 
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and handled by Erickson, aided by another employe be- 
sides the cook. Women’s organizations keep Gee busy at 
least one night a week. Member assessments go into the 
club treasury. 

Erickson doesn’t attempt any direct selling on these pro- 
grams, but he does get names and addresses of prospects 
for followup. He tries to answer individual price questions 
after the meeting. To spice the program, Gee gives the 
ladies a tour of the yard, door prizes and food recipes. 

Here are some of the items women said they would like 
to buy following a cooking demonstration for VFW Post 
No. 3564, Dolton, IIL: 

Mrs. Godfrey: wood paneling 

Mrs. Hill: double chest for child’s room 

Mrs. Kantor: washer and drier 

Mrs. Freeman: things from the gift shop 

Mrs. Blakeslee: freezer 

Mrs. Kelly: looking for new home ideas 

Gee’s advertising budget is based on 3% of its total 
gross sales with a special allotment for remodeling promo- 
tion. Neighborhood editions of the Chicago papers are used 
primarily with occasional radio spots. In addition, Gee 
issues an annual homeowner's catalog and a twice-weekly 
“Gee Special” bulletin featuring special items, services, 
free gifts. 

“Women customers are conditioned to quick buying by 
the supermarket,” declares co-owner Jim Gee. “She has 
become educated by national advertising to a keen aware- 
ness of brand names and qualities.” 

“The retailer who wants the woman shopper must re- 
vise his sales policies and merchandising approach,” adds 
Gee, “to make women want to shop in his store.” 
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There’s Profit in Easter Eggs 


Gee’s novel “Easter Egg Hunt” ad brought in hundreds 
of shoppers, especially women. This is how the contest 
worked: 3,000 eggs worth $8,700 were hidden on the sell 
ing floor; 88 “golden eggs” were worth $1,200 worth of 
free merchandise; 100 “special price eggs” entitled the 
finder to 50%-75% off on merchandise specified by the 

2 “money eggs” worth from $1-$100 
> “money eggs” were in denominations of $1, $2, $3, 
5, $10, $20, $50, $75 and $100 and were good for 
one week applied to any purchase. “Money eggs” could 
not apply to purchases made with “special price 
Children under 12 were required to bring their parents 
Only one free gift was allowed to a customer 

In picture above, Gee’s ad manager, Miss Ruth Maisel 

holds ad which attracted droves of women customers 











IMPORTED GIFTWARES help build women's traffic at Gee's. 
Miss Marion Howard, right, is the department manager 
Housewares also attract the ladies at Gee's. 
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BARGAIN TABLE for women gets universal attention . 
just another of the many promotion ideas used by the Chicago 
lumberyard to attract feminine shoppers. Items retail for 88¢. 
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Abesto Plastic Plaster Bond 


Dampproof adhesives for flash- nique bonds plaster directly 
ings, patching, sealing end-laps © interior masonry 

on roofs; bonding lightweight in strong vapor barrier | 

sand plaster. Pre 


ind moisture stains, 


sulation and wallboard to interior 
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Make the Adhesive Strength Test Today 











Important! “Slow Curing” gives Abesto 
products utmost elasticity and adhesion. 


Developed through 25 years of 


research and use of expensive 
materials and rigid production 
methods. This gives Abesto 
products: (1) utmost elasticity 

. prevents cracks and leaks, 
(2) utmost adhesion... so that 
bonded elements actually become 
one. Write for test kit! 


“Our 25th Year’’ 


est 


Circle No. 19 on Coupon, page 72 


Manufacturing Corp. 
Michigan City, Ind. 
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Ideal for Farm Construction 
J. NEILS “DOUBLE LIFE” 
BARN POLES AND POSTS 


@e No 
foundations 
scaffolding or 
forms needed 


No skilled 
workmen 
needed 
No ground 
rotting or 
insect 
destruction 


Quality poles, 
straight, uni- 
form taper. 








Farmers can lick high costs on all 
types of buildings by using J. Neils 
treated (penta or creosote ) Lodge 
pole Pine poles. They are long 
lasting, economical, straight, with 
uniform taper. 

No foundations are needed. No 
scaffolding or forms are required 
Rafter supports can be nailed to 
the poles, eliminating matching, 
mortising and mitering. 

J. Neils “double life” poles and 
posts can be included with mixed 
cars of treated or untreated lum 
ber. Free plans and erection in 
structions available. 


J.Neils Lumber Company 
Division of St. Regis Paper Co. 





MILL AND TREATING PLANT AT LIBBY, MONTANA 
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Wooing Women Customers 

















Above is average of timber being cut today on our second 
cycle cutting on 200 Thousand Acres of timberland. Annual 
cut 22 Million feet for past half century under exacting 
Forest Management Plan without depletion. 


HARDWOODS — WHITE PINE — HEMLOCK 
DEFEND YOUR TRADE WITH 


MENOMINEE INDIAN MILLS 


Air-dried 


Neopit, Wisconsin 
QUALITY LUMBER  Kiln-dried 
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LIVE COOKING DEMONSTRATION is part of the program for 
women’s organizations sponsored by Mathieu Lumber & Sup 
ply Co. John Sullivan, a Mathieu employe, is the chef. He 
demonstrates gas and electric ovens, explains kitchen cabinet 
features and does overall selling job during 2% hour session. 
These women are part of a local church guild group of 25. 


“Eat-and-Listen’”’ Sessions 


Dealer-sponsored meetings provide 
many sales leads, good publicity. 


One good way to introduce women to your showrooms, 
products and services is to provide a place for them to 
meet as a group. This idea is not new, but it has worked 
so successfully that many dealers who are remodeling or 
building new stores are providing special facilities for 
meeting rooms of this kind. 

There are several ways to handle such affairs. Ed Math- 
ieu, Mathieu Lumber & Supply Co., Blue Island, Ill., opens 
his kitchen display facilities on the second floor for 
weekly luncheon meetings September through June. 

To start the series going, a letter was mailed to about 
30 church groups, offering them the Mathieu showroom 
facilities for a luncheon. Word-of-mouth advertising by 
club members has since kept Mathieu booked solid nine 
months of the year. 

Organizations boost their kitty by charging members $1 
apiece. Besides definite sales that can be traced to these 
meetings, the program serves to acquaint women with the 
location of the store. 

After the lunch served by a Mathieu employe, the wom- 
en listen to a presentation of the products, services and 
complete projects offered by the firm. They do not conduct 
a business or social meeting. As Ed Mathieu says, “They 
do nothing but eat and listen.” 

Each organization supplies the names and addresses of 
members attending. Mathieu sends each one a “thank you” 
letter, which also serves to remind them of the advantages 
of trading with their recent host. 

The popularity of their downstairs meeting room forced 
manager Stanley B. White of the Indiana Harbor (Ind.) 
Lumber & Coal Co. to limit their facilities to three 
meetings each year per club. At one of these meetings, a 
company presentation is made on paneling, kitchen cabinets, 
paint or similar subject. 

A hot plate is available for refreshments with the firm 
providing paper cups and eating utensils. 

The women are automatically exposed to quite a few 
building products in the basement area, which can seat 50 
people. One employe is kept on duty to answer questions 
and prevent unauthorized people from entering. Frequent- 
ly the husband will drop around to pick up his wife, pro- 
viding a second customer exposure. 
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IT’S 
WHAT IS 
BEHIND 

THE DOOR 
THAT COUNTS... 


and behind every door made by Simpson 
stands the protection of over half a century 
of superb craftsmanship, a production record 
of nearly 50 million of the finest doors used 


by the builders of America. 


ee aad 


1 complete line of doors including So 
and Hollow Core Flush, Entrance, Panel, 
Sash, French, Louver, Jalousie and 


FOR INFORMATION CALL OR WRITE: 
Simpson Logging Company, Sales Office Plywood & Door Products Room 702F, 2301 N. Columbia Blvd; Portland 17, Oregon, BUtler 9-1112; 
Regional Offices New York * Cleveland » Chicago « Denver + Minneapolis » Memphis + Dallas « Los Angeles + Portland + Seattle. 
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Wooing Women Customers 








Woman Tells 


What Women Like 


department. 


These tips will help build feminine store traffic. 


By Pearl Coulson 
Home Decorating Department 
Rock Island Lumber Co., 
Wichita, Kans. 


Attractive and modern surround- 
ings has made shopping in the Rock 
Island Lumber Co. more appealing 
to women customers. Store decora- 
tion is most important. The com- 
pany has spared no expense to make 
the store attractive and pleasing to 
the eye. 

As you enter the door, you can 


see the complete layout of the store 
because all fixtures are at eye-level. 
Every item of merchandise is dis- 
played to advantage on colorful pan- 
els. 

We stock a complete line of wall- 
paper and paint in the Color Center. 
The Calibrated Color System is espe- 
cially interesting to women customers. 
We are able to mix the colors to 
match fabrics and wallpaper. And in 
other departments we have many 
items of interest to women. 

These include artists’ supplies, light 








‘‘They’ve been making pick-ups three times 
a day since we started suggesting ‘““ScoTCH”’ 
Brand Masking Tape with every paint sale!” 
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MATCHING FABRICS with paint and wallpaper is a common problem 
which is solved by Miss Coulson in Rock Island's home decorating 


fixtures, unfinished furniture, window 
shades, bathroom and kitchen acces- 
sories and garden tools. We have also 
added a lumberteria, where we have 
precut lumber binned in_ popular 
lengths and widths. All merchandise 
is piece-priced. 

I feel that a woman employe can 
sell a man just as eaily as a woman 
if she has a broad knowledge of the 
merchandise and the proper attitude. 
One of the important factors is serv- 
ice and a friendly approach. 

Store traffic at Rock Island is 
about equally divided between men 
and women. One development that is 
important to me is the shopping and 
buying by teen-agers. They are the 
future shoppers of America. 


tor EXTRA LIGHT, EXTRA BRIGHT BATHROOMS 4&4 SALES 


STANDARD STEEL'S ne TWIN MOR-LITE 


featuring: 
! ! 
3-WAY 50 WATT LIGHTING 


SHOW your home buying prospects this deluxe bathroom cabi- 
net combining beauty, efficiency and glamour. Demonstrate the 
exclusive, new 3-WAY shadowless lighting. Point with pride at 
the modern design, the 2, heavy-plate glass sliding mirrors, and 
stainless steel “picture” frame . . . give 
yourself this big EXTRA at real low cost. 


Here’s a Plus for Any Price HOME! 
NEW DECORLITE GLASS DOOR TUB ENCLOSURE 


What glamour, what a selling feature .. . 
a beautiful semi-obscure, hi-strength glass 
tub enclosure in fourteen sand carved de- 
signs. 100% rustproof, polished chrome- 
like finish. For standard, built-in or re- 
cessed tubs. 414, 5 and 51/ tub sizes. 


CALL, WIRE, WRITE, FOR CATALOGS, PRICES NOW... 


See our Complete Line of Bathroom Accessories, Shower Stalls, Cabinets, 
Doors, plus many builder products. 


STANDARD STEEL CABINET CO. 


3701 MILWAUKEE AVE. © CHICAGO 41, ILLINOIS 
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Evanite pre-finished 
Vee Plank Hardboard 
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Evanite pre-finished 
Perf-O-Bord Hardboard 
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EVANEER FIR PLYWOOD is preferred by users because of its 
consistently high quality. Both interior and exterior are DFPA 
grade-marked. 

EVANITE HARDBOARD specialities are fast-selling . . . guar- 
Seaneer* Pir Pyweed antee a good profit to the dealer. Now available with baked-in 
factory pre-finish in Driftwood Ivory tone. 
Your jobber can receive both Evanite hardboard and Evaneer 
fir plywood in the same carload. 


EVANS PRODUCTS COMPANY 


Dept. S-6, Plymouth, Michigan 


Mt 
EVANS 


ASD 


Evaneer and Evanite are trademarks 
of Evans Products Company 


It pays to buy from your jobber! 


EVANS PRODUCTS COMPANY also produces: fir lumber; ‘‘Evanite’’® battery separators; 

railroad loading equipment; truck and bus heaters; bicycles and velocipedes; Haskelite 

PU WOOD AND NARDBOARD building panels, Plymet! & doors; Evanite Plywall + SALES OFFICES: Plymouth, Michigan 
Danbury, Conn. »* Chicago, Illinois » Los Angeles, California » Tampa, Florida « Coos Bay, Oregon | 
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Wooing Women Customers 





TV Series Give Women ‘Ideas’ 


Service leads to sales, says this Canadian dealer, who 
stages special afternoon telecasts for women viewers. Requests 
tor literature proves women want home improvement help. 


Women are interested and hungry 
for home improvement information, 
says Clarence E. Hird, general man- 
ager, Rutley Lumber Co., Ltd., Regi- 
na, Sask. Hird’s observation is based 
on results from three TV programs 
beamed especially to women by this 
Canadian firm 

Theme of the program is “Ideas for 
Better Living Through Home Im- 
provement.” Rutley’s took a 10-min- 
ute spot in an hour-long show planned 
with a great variety of items of inter- 
est to women—fashion shows, wom- 
en’s organizations, art displays, inter- 
views, etc. The telecast came on at 
3:30 p.m. 

“Our part of the show was pro- 
duced by ourselves with the help of a 
hostess,” explained Hird. “Her pur- 
pose was to draw out by direct ques- 
tions to our sales manager, Mr. Aston 
or myself (we alternated on the 
shows), information of particular in- 
terest to women. We were billed as 
‘Rutley’s Idea Men.’ ” 

Over a two-year span, Rutley’s has 
had three TV programs; one for a 
20-week span; one for 13 weeks and 
one for 10 weeks. The number of re- 
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quests for literature was tabulated for 
the 20-week series 

Heavy mail. Approximately 1,000 
letters from viewers were received in 
that period. They were mailed from 
178 different post office points within 
120 miles of Regina. Rutley’s received 
about 80 letters from the neighbor- 
ing city of Moose Jaw, 46 miles away, 
with six retail lumberyards 

“While we have always had a very 
nice business from rural people up to 
50 miles from Regina, we noted a 
substantial increase up to 100 miles,” 
declared Hird. “Many of these people 
passed up a large number of retail 
outlets to come to us. During the pe- 
riod of this TV promotion, our con- 
sumer sales showed an increase of 
over 20%.” 

Each of the TV shows had one pri- 
mary theme: kitchen planning; build- 
ing a garage; building a fence; re- 
modeling; exterior Christmas decora- 
tions; the use of color in the home. 

Viewers were offered various kits 
of manufacturers’ literature. The 
kitchen kit, for example, included a 
booklet on how to plan a modern 
kitchen, literature on floor tile, cabi- 


TV STUDIO has home- 
like atmosphere with 
program _ theme, 
‘Ideas for Better Liv- 
ing Through Home |m- 
provement’, in the 
background. Miss Eve- 
lyn McCusker, the 
hostess, asks home 
improvement ques- 
tions of Clarence E. 
Hird, Rutley’s general 
manager. 


net hardware, wall tile and color com- 
binations. 

“A large number of the letters,” 
added manager Hird, “asked for in- 
formation and help on building prob- 
lems that had not been touched in our 
TV shows. The important thing 
seemed to be that we were willing to 
help and had gone out of our way to 
say so. People in general, and women 
in particular, know what is needed to 
improve their homes. Who can they 
go to with ‘know-how’ without a feel- 
ing of being pushed or sold some- 
thing? 

“We tried to put ourselves in the 
position of a consultant, who was will- 
ing and ready to provide information 
based on years of experience without 
obligation. The ‘no obligation’ feature 
and the personal satisfaction gained 
by our people in the knowledge that 
they were helping people solve prob- 
lems important to them was em- 
phasized in nearly all the shows. 

What’s the big idea? “After our 
third or fourth show, a local bank 
manager advised me that he had fol- 
lowed the show since its inception and 
liked it very much. Then he added, 
‘What is the big idea? You arent 
trying to sell anything.’ 

“And so the next show we built 
around the question, ‘What is the 
Idea?’ and the repetition of the re- 
marks above. It gave us a chance to 
state the purpose of the series: to 
provide information and help, dem- 
Onstrate new products and pass on 
new ideas. If, as a result, our viewers 
chose to buy from Rutley’s, that 
would make us very happy. However, 
under no circumstances should they 
withhold any request for help because 
of a sense of obligation. 

“The letters received,” continued 
Hird, “are only an indication of what 
has happened and continues to grow 
at a fast rate. True, we are providing 
a lot of service, but on the other hand 
the number of people who seem to 
enjoy buying at Rutley’s is increasing 
substantially. Sales in April increased 
over 70% and May’s sales to date are 
up 80% over 1957. These are strictly 
consumer sales and do not include any 
large contractor sales.” 

Summarizing the TV programs for 
women, manager Hird declared: 

‘Ideas’ demonstrated in a _ very 
real way that women are interested in 
home improvement information. We 
believe that the dealer who is prepared 
to supply the answers without em- 
phasis on selling need not worry about 
sales—they will come. It’s very likely 
that we will be back in the fall with 
another TV program.” 











Another STANLEY STEEL STRAPPLICATION* on the job 


A lumber company in Texas didn’t want to spend money building additional sheds to 
protect bulging stocks of lumber — as much as 300,000 feet — from the weather... and 
pilferers. They wrapped the lumber in paper and secured the bundles with Ste anley 
COLORGRAPH Steel Strapping. Estimated total cost — wrapping, labor, materials — is 
only $1.15 to $1.50 per thousand board feet. COLORGRAPH Steel Strapping, carrying the 
name and address (or sales message) of the user, prevents “concealed” pilferage because 
would-be thieves can’t restrap the bundle with identical strapping. 


Stanley Steel Strapping will help you protect, handle, store, tally and deliver 

lumber, bricks, plywood, sheet roc k and other building materials easier, faster 

and at less cost. COLORGRAPH Strapping will do all this and provide _, . 
TRAPPLiCaTioy | 


additional protection against pilferage. ance 


PACKAGING 


WRITE FOR YOUR FREE COPY of the “Stanley Strapplication Manual of | 
Packaging and Shipping” for more complete information. STANLEY STEEL 
STRAPPING, Division of The Stanley Works, Dept. F, 1304 Corbin Ave., l = 
New Britain, Conn. 


SHIPPING 


INSURE IT"“SECURE IT-WITH STANLEY STEEL STRAPPING 


AMERICA BUILDS BETTER AND LIVES BETTER WITH STANLEY 


This famous trademark distinguishes over 20,000 quality products of The Stanley Works—hand and electric 


S | yay N L E Y tools « drapery, industrial and builders hardware + door controls « aluminum windows « metal parts + coatings « 
made in 24 Stanley plants in the United States, Canada, England and Germany 


steel and steel strapping 
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OUR PERSONA NEEDS 


10 WWSPECTION 


OPER 


CLYDE B. MCGINNES, president, McGinnes Lumber 
Co., stands beside the sign promoting the package 
home erected adjacent to his showroom. 








ve 


{1[ 7 Select YOUR Home 
To Fit Your Needs.. 


AT LESS THAN THE COST OF A READY-MADE HOME 


A Precision-Built Home 
.. Fashioned Just The 
Way You Want It! 








SAVE i: 25% 


Over Houses 
Built The Usual Way 





| hung prior to delivery 
needs © 

| RETIREMENT PEOPLE 

3 INVESTORS 


280 iT YOURSELFERS 





ycoumrecton come ef costs ot 
of Root trusses, ex 


pleat. All windows and doors pre titted and 


This howse expecially designed to fit the 
U 


YOUNG MARRIED COUPLES 


McGINNES Lumber o. 


ional Home 
Constructed On Our 
Premises... 
OPEN FOR INSPECTION 
9 a.m. until 8 p.m. 
Mondey Through Seturdey 
West Me ‘ele robe Ohie 


Phone Mu mu 50571 








DISPLAY NEWSPAPER ADVERTISING 
promote the Building Counselor Package Home. 
Radio and TV (Plant City Yard) also used. 


is used to 


New Building Package 


A packaged home which is mer- 
chandised on a franchised basis ex- 
clusively through retail lumber dealers 
is being promoted by several Florida 
dealers. Called the “Building Coun- 
selor Home,” the fabrication system by 
the dealer is similar to Lu-Re-Co ex- 
cept that studs are 16” on center, 
panels as wide as 12’ and trusses are 
somewhat different in design. 

Clyde B. McGinnes, president, Mc- 
Ginnes Lumber Co., Lakeland, has 
sold five of the packaged homes this 
year and his brother, Willard, who 
operates a yard in Plant City near 
Tampa, sold seven before he com- 
pleted his first model home last year. 

Wall panels, roof and gable trusses, 
floor joists, partitions and other parts 
are fabricated in the dealer’s own 
yard. All partitions are ready-cut, 
bundled and numbered for speedy 
erection at the site. All doors and 
windows are framed, fitted and 
trimmed one side before leaving the 
yard; trim is cut and bundled for the 
other side. 

Cost figures for fabricating panels, 
trusses and other parts have been com- 
piled by McGinnes. The figures below 
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include both materials and labor. 
¢ Wall panels: $2.72 per lineal foot 


¢ Interior Partitions: 9¢ per square 


foot. 


* Roof trusses: $12. This 
based on a 24’8” truss with 2x6 rafter 


members; ¥%%” plywood gussets; 2 sides 


figure 1S 


nailed and glued. Span has a 34” over- 

hang. 

* Per roofing square: $23.25. This 

figure includes plywood sheathing, 

felt, +210 shingle and metal eaves. 
Takes responsibility. © McGinnes 


(continued on page 58) 





SOLD TO INVESTOR. Foundation and 
snake only ($3,550) were sold here. 
The purchaser furnished his own plumb- 
ing, wiring, carpenter and paint labor. 
He also built the utility storage addition 
as an extra (material $102). 


June 23, 


2. DO-IT-YOURSELF. Sons built this 
house for their parents. Materials ran to 
$3,908. House was financed through the 
local bank on five-year payment plan. 
Floor area is 987 square feet. 
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PARTS ARE FABRICATED in the McGinnes shop 
Lewis Leland is marking off a six-foot panel for 


door opening. 








INVENTORY OF TRUSSES is ready for de- 
livery to construction sites. Doors and 
windows are framed, fitted and hard 
ware applied before leaving the shop 


MODEL HOME in McGinnes yard has cut 
away rooms to illustrate quality construc 
tion. Model 
week, staffed with salesmen 


is open two nights each 
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3. COMPLETE PACKAGE. McGinnes as- 
sumed responsibility for job and sublet 
labor to customer contractor. Layout in- 
cludes two-car carport, 10’ x 18’ jalousie 
porch and 4’ x 8’ utility storage. Finished 
house will bring about $8,950 including 
$500 in kitchen cabinets. 
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4. MONEY IN ADVANCE. Negro custom- 
er is building this house, which includes a 
front jalousie porch and a rear screen 
porch. Materials ran $3,600 with cus- 
tomer furnishing own plumbing, wiring 
and labor. Purchaser made his own fi 
nancing arrangements and paid McGin- 
nes entire amount in advance 








ate 3 


5. DESIGN FLEXIBILITY. Four feet were 
added to the Breez-wood model to pro- 
vide an extra bath. House has a jalousy 
porch and carport. This house, built in 
Plant City, sold for $9,000. McGinnes 
secured a construction loan for 90 days, 
then buyer handled financing on conven- 
tional mortgage basis. 
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NEW BUILDING PACKAGE 


(begins on page 56) 





originally planned to sell the house on 
a materials basis only (basic materials 
package for 1,000 square-foot house 
is $3,795), but he discovered that cus- 
tomers want a price on the completed 
home. Consequently, McGinnes now 
accepts full responsibility for the con- 
struction of the house, sub-contracting 
the labor to his contractor customers. 

Besides a good markup on material, 
the packaged home has enabled Mc- 
Ginnes to sell everything that goes 
into a home including plumbing, elec- 


trical supplies and kitchen cabinets 
and builtins. Some houses have been 
sold to do-it-yourself customers, oth- 
ers as complete packages including 
labor and materials. 

A flat sum is set aside for the ad- 
vertising and promotion of each house. 
An additional $70 is set aside for a 
sales commission. Part of this sum is 
allocated to the men who staff the 
model home after regular working 
hours. A $25 commission is paid an 
employe, who turns in a hot lead 
that develops into a sale. 

Newspaper, radio and TV _ (for 
Plant City yard) have been used to 
promote the homes. A three-bedroom 
model home has been erected by Mc- 
Ginnes adjacent to his showroom. 


sure way to tell quality 


Red Cedar Shingles bearing the Certigrade label of inspected 
quality are your best buy. Specify Certigrade! Insist that this 
famous label appear beneath the bandstick of every shingle 
bundle. Put there for your protection, the Certigrade label costs 
you nothing ... and is your one sure way to tell quality. 


RED CEDAR SHINGLE BUREAU 
5510 White Building, Seattle 1,Washington 
550 Burrard Street, Vancouver 1, B.C. 
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Member Dealers Listed 

Among the Florida dealers now pro- 
moting Building Counselor homes are 
the following: Lewis Lumber Co., Braden- 
ton; Long Lumber Co., Ocala; Combs 
Lumber & Supply Co., Gainesville; 
Brooksville Lumber & Supply Co., 
Brooksville; Gregory Lumber Co., De- 
land and Sanford; Builders Service, St. 
Augustine; Kenson Lumber & Supply 
Co., Clearwater; McGinnes Lumber Co., 
Lakeland and Plant City. 











Cutaway sections in some of the 
rooms reveal the type and quality of 
construction. The model home is kept 
open six days a week and Friday and 
Saturday nights until 8 p.m. 

The packaged price for the sales 
kit paid by the franchised dealer in- 
cludes detailed blueprints, complete 
construction and erection sheets, spe- 
cifications, etc. Nine different eleva- 
tions and floor plans are illustrated in 
a four-page promotion folder, but 
modular construction permits flexibil- 
ity of design. In fact the buyer is 
asked to “check the floor plan of any 
of the basic designs and make any 
changes which you feel will make your 
home better suited to your own par- 
ticular needs.” 

(Carl K. Shumway is the originator 
of the Building Counselor packaged 
home. Dealers interested in more de- 
tails may write American Lumber- 
man, 139 North Clark Street, Chi- 
cago 2. Currently the Building Coun- 
selor package is franchised only to 
Florida lumber dealers.) 


Distributors Announced 


¢ Two new distributors have been named 
by Formica Corp., subsidiary of Amer- 
ican Cyanamid, Cincinnati, Ohio. The 
Jeffrey Supply Co., 2310 Preston Ave., 
Rockford, Ill, will distribute Formica 
laminated plastics as a branch of Veneer 
Distributors, Chicago. Plasticrafts, Inc 
1629 Fourth St., N. W., Albuquerque, 
N. M., will distribute Formica products 
in the Albuquerque area 


* Wood-Mosaic Corp., Louisville, Ky., 
announces the appointment of Belknap 
and McClain, Inc., 140 Federal St., 
Boston, as distributors for its complete 
line of Parquetry Flooring. 


¢ DeVac, Inc., Minneapolis, announced 
its entry into the Milwaukee area with 
the formation of DeVac Home Improve- 
ment Co., 504 N. 106 St., which will 
distribute its GlassWall porch enclosure 
line throughout 12 surrounding counties. 


* Expansion of its nationwide distribu- 
tion facilities through appointment of two 
new distributors and a jobber is announc- 
ed by Filon Plastics Corp., El Segundo, 
Calif. The newly appointed distributors 
are Brocker Mfg. & Supply Co., York, 
Penna. and Plywood Wholesale Co., Man- 
chester, N. H. The newly-appointed job- 
ber is Plastic Products & Supply, Youngs- 
town, Ohio. 
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Qualitybilt 4-Way 
Wood Windows Offer 


Remarkable 





Versatility 






















Here they are brand new Qualitybilt 4-WAY 
WINDOWS designed to be used as Awning 
Type, Hopper Vents, Out-Swinging Casements 
or Fixed Units, installed individually, stacked 
or combined horizontally 


The WO-SASH Series have a slender meeting 
rail only 2! between glass instead of the 
usual 4” or 5” when single units are stacked 
Illustration shows both sash operative. But, for 
greater economy with still ample ventilation 
units can be furnished with top sash fixed. As 


casements, simply install them with sash vertical 


















All 4-Way Windows 
Clean Easily from Inside 
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SINGLE SASH Series is a perfect compan 


f = ion to the TWO-SASH Series. It meets the de 
La mand for the popular ‘‘shoulder-high’’ awning 


units or ribbons. Can also be used as Awning 









i 
—— F | or Hopper Vents above or below TWO-SASH 
or Picture Sash Units. As Casements they can 
\ be installed to operate either right or left; singly, 
in groups or as flankers for Picture Units 
























| i 4 And versatility ts only part of the story! All 
AWNING I units are supplied complete, fully weather-strip 


ped, set up, ready to install. You can select roto 
























TWO-SASH SERIES UNITS bar, or manual operation single glazing with 
— For Awning or Casement removable double glazing panels, or insulating 
TWO-SASH { rs stone Top sash sta- glass. Screens are all-aluminum with gun-metal 
i, ay ae ne finish wire. Wood parts are toxic-treated with 
approved water-repellent preservative 
= / fr 
( 4\ | | i Your Qualitybilt distributor has the 
ei al complete story on the new FOUR- 
= \ | Uvamneas bencecail | WAY Window series. See him TO- 
i ieee! SINGLE SASH SERIES UNITS DAY, or write for illustrated catalog! 
| HOPPER For Awning, Casemen, or ‘ 
CASEMENT Hopper installations. WE'LL BE AT THE NAHB CONVENTION 





BOOTHS 578-579-580 

















FARLEY & LOETSCHER MFG. 
DUBUQUE, IOWA 


co. 














ENTRANCES » DOORS* FRAMES + SASH + BLINDS - CASEMENTS + SLIDING DOORS + SCREENS » COMBINATION DOORS 
STORM SASH +» GARAGE DOORS + MOULDINGS - INTERIOR TRIM + SASH UNITS + LOUVERS 
KITCHEN CABINET UNITS - CABINET WORK + STAIRWORK + DISAPPEARING STAIRS +-"FARLITE” LAMINATED PLASTICS 
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In medicine cabinets and accessories— 


BATHROOM ACCESSORIES depar! 
ment fie in several styles of cabinets 
with manufacturer's point-of-sale ac- 
cessories display in the Lumberjack 
Store, Thompsonville, Conn. 


VENTILATING 
FANS 


Sell the Glamour Package 


High markup items are often neglected. Here are some 
display ideas and sales tips you can use. 


One of the best profit packages and the ultimate in 
glamour appeal to the woman shopper is the medicine 
cabinet and the accessories that go with it. 

A good display is most important. These jewels look 
cheap if not kept polished and shown in the proper sales 
atmosphere, identified as to price, style and size. 

Cabinets displayed at eye-level on the wall are easy to 
examine and afford customers a good chance to see how 
they look installed. On the other hand, some dealers utilize 
special point-of-sale displays available free from the manu- 
facturer upon purchase of several cabinets. 

When possible, cabinets should be installed in full bath- 
room display areas, simulating the entire room. Fluorescent 
light fixtures should be hooked up. Customers want to see 
exactly what the unit will look like in use. 

Although medicine cabinets and accessories offer a 
markup of 25%-50%, many dealers are frank to admit 
that they provide no live display, but depend on catalog 
selling, a poor substitute for a hot prospect. 

A revolution in the design and style of bathroom cabinets 
has taken place in the last dozen years. Flexibility is the 


60 


keynote. From the ordinary wooden cabinet with fixed 
shelves to the highly-styled medicine cabinets and acces- 
sories of today offers an exceptional sales opportunity, 
especially in the replacement market. 
Selling points. Here are some of the selling points that 
are found in some of the latest models: 
. Cabinets in color 
. Swinging mirror doors 
Integral electrical outlets 
Adjustable shelves 
. Security sections for safe storage of drugs. 
[win compartments for Mr. and Mrs. 
Builtins for tumble holders and tooth brush racks 
Deodorizing cabinets to combat bathroom odors 
9. Razor blade drops 
The popularity of sliding door mirrors is on the increase 
and most manufacturers have expanded their line with this 
feature, although low-priced housing still demands swing- 
ing door cabinets. The most popular style is said to be the 
16”x22” medicine cabinet with two fluorescent sidelights. 
Accessories—towel bars, paper holders, soap and tum- 
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bler holders, grab bars, tooth brush holders, robe hooks 
and grab bars are some of the items that frequently can 
be sold with the cabinet to glamorize the bath or powder 
room. 

Although dealers sell both the new home and remodeling 
market, direct consumer sales offer decidedly the best 
markup—around 50%. Replacement cabinets in older 
homes and low-cost developments offer good sales poten- 
tials. 

Dealer cases. In a town of less than 2,500, Hazardville, 
Conn., Amos D. Bridge’s Sons, Inc. does a volume of 
about $1,800 in medicine cabinets each year. Six cabinets 
are set up for display. To set off bathroom accessories, 
various treatments of tile, ceiling materials and flooring 
are shown, all helping create tie-in sales. 

“Builders often bring in customers to see the display 
and place an order on the spot,” says general manage! 
Harold C. Woodman. Because the medicine cabinet light 
is often the only light in the bathroom, says Woodman, he 
often sells two fluorescent fixtures. 

Stronger promotion is needed on medicine cabinets, 
readily admit two Houston, Tex. dealers. 

“We do a reasonably good business on bathroom cabin- 
ets for this area—about 100 a month,” says B. J. Stahlman, 
owner, Stahlman Lumber Co. “Most of these are installed 
in new home or apartment buildings. I’m glad to say that 
these are the large-size units with double doors of plate 
glass. We don’t get any calls for the ‘cheapies.’ People who 
want the inexpensive cabinets go to the chain stores. 

“Most of our trade on these items come from builders 
and contractors. We get about a 25% markup from them 
and about 40% from consumer customers. Most Houston 
dealers don’t do much promotion on medicine cabinets and 
accessories. Maybe we should do more—start educating 
our customers that we stock these items—and take these 
sales away from chain stores.” 

Another Houston dealer, who feels the same way, is 
John E. Mills, manager, Blalock-McCall Lumber Co., who 
admitted his failure to display bathroom cabinets and 
accessories. 

“Bathroom cabinets are good items, but we need more 
ideas how to display them,” he said. “Why doesn’t someone 
come up with some promotion schemes for a yard like 
ours? Most customers don’t seem to mind ordering from 
a catalog or we send them to look at a supplier’s display.” 

Tieing in medicine cabinets with bathroom accessories 
has helped promote sales for the Sam Slater Lumber Co., 
Los Angeles. Salesmen regularly push these items on home 
remodeling jobs, says William R. Wentzel, hardware de- 
partment manager. 


TWO TEXAS DISPLAYS, left, most popular number in Houston area is the one with 
large double sliding doors of plate glass. Stahlman, right, makes most of their dis- 
plays to builders, sell about 100 cabinets monthly. 
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LATEST STYLES OF CABINETS and acces- 
sories are displayed in attractive alcove 
in new Drazen Lumber Co. store, North 
Haven, Conn. Fluorescent lights are 
hooked up for demonstration. 


MODEL BATHROOM provides authentic 
atmosphere for medicine cabinet display 
at Amos D. Bridge's Sons, Hazardville, 
Conn. Cabinet is fully described and 
price-tagged. 


SINGLE CABINET, properly identified 
and priced, is one of a series lining the 
wall at Gee Co., Chicago. 
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Practical Yard Ideas 








Steel Trees 


for Lumber 


When a throughway forced the 
Drazen Lumber Co., New Haven, 
Conn. to revise their lumber storage 
operation for greater efficiency, the 
firm developed these storage trees. 

Each “arm” will take about 3,500 
square feet or about 10,000 square 
feet on a tree. There are 11 “trees” 
in the yard. Lawrence Ragozzino 
demonstrates handling ease with three- 
ton lift truck 





PONDEROSA PINE — SUGAR PINE 


WHITE FIR 
DOUGLAS FIR INCENSE CEDAR 
Annual Production 60 Million 


High Altitude, Soft Textured Growth 
Modern Moore Design Dry Kilns 


Manufacturer and Distributor 


<ixE~ PAUL BUNYAN LUMBER CO. 


SUSANVILLE, CALIFORNIA ANDERSON, CALIFORNIA 
Sales Office at Susanville, California 


Trade Mark 
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STOCK and SELL SMITH'S 


ae 0 | V | N G FINE QUALITY COLORS 


E 0 U | r M F N T * High Profit © Fast Turnover 


an The building trade knows and prefers Smith's 
—_ SPECIALISTS * 4-purpose plaster and ¢ Concentrated mortar colors 

* Topper ready-mixed 
Sprink-L-On cement colors 








stucco colors 

New catalog lists surplus bargains in diving * Concentrated cement colors 
equipment. Complete gear for commercial oper- teh? 

ators and construction work. NEW deep-water and Smith’s New 
and shallow-water gear: Compressors, Tele- 
phones, Lungs, etc. 





* Portland ‘‘specification’’ cement paint 
* Rubber-base floor enamel ¢ We pay the freight 
* Orders shipped on the same day received 


Immediate shipment from our large stocks. Write for FREE information and color cards 
Complete catalog on request 


late “Ot colors tor the building wede"™ 
M g E MARINE SUPPLY C 0. GEO. B. SMITH Cisinct: cf smal! pockoge | 
enced PPE, CHEMICAL WORKS INC." "one Peu nanos 
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AT CROSSETT — your siding is grown before 





it is manufactured. Our long range timber 
management plans are geared to the production 
of quality forest products. From the one-half 
million acres of well managed forests to the 
shipping dock, close supervision and care assure 
. you that Crossett siding fits right into your 
by ; are 
at s. sales picture. These are but a few of the basic 
reasons why you can depend on Crossett 


quality — year in and year out. 


, 
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Compan> 
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A Division of The Crossett Company 
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100 WAYS TO CUT 
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vew FREE 
BROCHURE 


YOURS FOR THE ASKING! 
This new booklet gives you 100 fresh 
ideas on effecting economies in 
Lumberyards, Warehouses, Factories, 
and Shipping Departments. 

In addition, you'll find out how 
Manpower, Inc. employees can be 
used temporarily to effect 

further savings. Manpower, Inc. Car 
Unloaders, Warehousemen, and 
General Laborers will do your 

work as long as you need them at~ 
low hourly rates. 


Attach this ad to your letterhead 
and mail today fo: 


A decade of Business Service 


manpower, inc. 


over 140 offices in U.S., Canada, & Abroad 
World Headquarters 
817 N. Plankinton Ave., Milwaukee, Wis. 
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American Lumberman 
Dealer Aids 


STORE DESIGN: You can have the professional 
architectural services of James N. Lindenberger. 
Mr. Lindenberger specializes in new and re 
modeled buildings for building materials deal 
ers. He headquarters at American Lumberman, 
and works for dealers in all parts of the 
country. Will travel 


STORE LAYOUT: At no cost you can get advice 
on store layout from our editors who are ex 


perts on such problems 


STORE FIXTURE PLANS 
man's working blueprints for display fixtures 
tailored to all the materials and products you 


American Lumber 


sell 


PRICING FOR PROFIT: A practical and tested 
method for retail pricing of building materials 
and services. Covers both contractor and con 
sumer sales, and is available in booklet form. 


Write AMERICAN LUMBERMAN, 
59 E. Monroe St., Chicago 3, Ill. 





M. R. STEENLAND, 
right, of Palisades 
Park (N. J.) Lumber 
Co., gets the story 
on combination alu- 
minum doors from 
Seymour Herr, left, 
Bayonne Steel Prod- 
ucts Co., and Marty 
Bennett, Wepco re- 
presentative. 


Tape Recordings Perk Up 


Wholesaler's Dealer Meetings 


Tape-recorded dealer meetings are 
helping one eastern wholesaler do a 
better selling job. 

Bayonne Steel Products, Newark, 
N. J. tape-recorded each of the five 
dealer meetings completed last month 
Each meeting was held in a different 
location to get maximum attendance 

-300 for the series. 

“Tape recordings have been a tre- 
mendous help in smoothing out ou 
presentation from meeting to meet- 
ing,” declared vice-president Seymour 
Herr. Immediately following each 
meeting, Bayonne executives hold a 
sales meeting while events are still 
fresh in their minds. They review each 
dealer who attended, those who failed 
to appear and the followup to be 
taken. 

Should a company salesman call on 
the dealer? Can he be sold new lines? 
What are the best answers to the 
questions he raised? These are some 
of the questions they ask each other. 
This analysis along with tape record- 
ings have helped Bayonne develop a 
successful sales program. 

“We plan our dealer merchandising 
meetings to help the retailer sell,” 
explained president Norman Herr. 
“If the meetings are dull, they won't 
be helpful. That’s why we study each 


ga 
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CERAMIC TILE is demonstrated at Ram- 
sey, N. J., 


representative, demonstrates tile. 


June 23, 


dealer clinic by wholesaler 
Norman Herr, while Bill Keane, Pit-Tile 


session immediately. If we've been 
dull or made a sloppy presentation we 
know it can take the proper steps. 

“Followup and sales assistance are 
important to us as well as to the 
dealer. We show the dealers how to 
take advantage of advertising and 
sales aids. This makes for better serv- 
ice and improved selling.” 

The dinner meetings start at 6:30 
and end about 11. Bayonne executives 
prefer the smaller dealer meeting to 
one large one, since it gives them a 
chance to meet and talk with each 
customer. 

The series of meetings just 
cluded featured three product lines: 
Alcoa’s new leader and downspout 
line; Wepco’s combination doors and 
windows with special emphasis on the 
new “versa-tile” three-track tilt com- 
bination window; and Pit-Tile, the 
new ceramic tile line by Jones & 
Brown. 

Cost of the series was shared 
equally by the three manufacturers 
and Bayonne. Each manufacturer as- 
signed its own men to handle their 
specific product pitch, man the dis- 
plays and plan calls on dealers with 
Bayonne salesmen during a_ three- 
week push. 


con- 


ALUMINUM GUTTERS are shown to the 
lumber dealers at a Bayonne Steel mer- 
chandising clinic by Ed Carey, Alcoa 
representative. 
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SALESPOWER! 


Tap the 


Calivvand (otlagomarket 


with this 
New Promotion Kit 








Outdoor living is an important new trend in 
America. People take more and longer vacations, 
dream about places of their own in the mountains, 
near a lake, or on the beach. It’s a big and growing 
market! 

You can get your share—and more—of this 
profitable business through a sales campaign that 
starts with Weyerhaeuser’s value-packed Cabin 
Promotion Kit. 


Here is what you will receive: 
PLAN BOOKS: 25 colorful plan books showing 16 


architect-designed cottages and cabins—floor 
plans for each included. 





Weyerhaeuser | 4-SQUARE 


LUMBER AND BUILDING PRODUCTS 


In addition to the Cabin Promotion Kit, 
“> dealers are also using 4-Square sales pro- 
motional kits featuring Homes, Farm 
Buildings, Fences and Garages. Write for 
information covering these promotions. 


BUILDING PRODUCTS MERCHANDISER 


SHOWROOM DISPLAY: Colorful 22” x 28” center 
banner identifying your yard as ‘‘Headquarters 
for Vacation Houses’’. . . plus six supporting ban- 
ners with cottage designs and selling messages. 


DISPLAY RACK: For use as counter or wall stand 
attractively displaying Cottage Plan Books. 


ALSO AVAILABLE: When you buy the Cabin 
Promotion Kit, you can get the following 
materials free of charge: 


Local Advertising Helps: Free newspaper ad 
mats and radio scripts . . . yours on request. 


Building News: Fact-packed publication, 
new this year, which will be mailed by 
Weyerhaeuser to the builders you name. 


THE BIG CABIN PROMOTION KIT shown above 
... filled with sales helps you’ve never had 
before ...is yours for just a small investment. 
It’s Weyerhaeuser’s way of helping you get 
a bigger share of new business during 1958. Be 
sure to take advantage of this opportunity. 
Your Weyerhaeuser District Representative 
can give you full details. 


Weyerhaeuser Sales Company 


FIRST NATIONAL BANK BUILDING ¢ ST, PAUL 1, MINNESOTA 
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AMERICAN 
LUMBERMAN 


New Products 


Bathroom Cabinets & Accessories 





General Has Winged Cabinet 


Tradenamed Swing-O-Mir, General's 
new winged cabinet offers three dimen- 
sional viewing with beveled plate glass 
mirrors. New safety is accomplished with 
an interior Nite-Lite. Switch it on at night 
before retiring and reach for drugs with 
assurance, says maker. A new Safety 
Chest also provides suitable storage fa- 
cility for aspirin, iodine, rubbing alcohol, 
etc., and keeps drugs and medicines out 
of the reach of small children. All fix- 
tures are completely wired, attached to 
cabinet, ready to install. Bulb-edged glass 
shelves are adjustable every three inches 
on sturdy, easy-to-change shelf brackets 
General Bathroom Products Corp., Dept 
AL, 1809-11 W. Thomas St., Chicago 22 
Lil. 
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Steel Bathroom Wall Cabinets 


A new line of steel bathroom wall cabi- 
nets shows how maximum storage space 
can be combined with illumination in a 
contemporary design for both new and 
existing homes. A completely concealed 
blower with capacity to ventilate an aver- 
age size bathroom is available as an ac- 
cessory. Lights are mounted within the 
steel frame out of sight. Holding three 
large shelves, the cabinets are designed 
for wall or surface mounting. Made in 
widths of 32” and 44”, the cabinets are 
finished in white and four decorator col- 
ors. All wiring is done by the manufac- 
turer. Only one electrical connection is 
needed for both lights and the accessory 
blower. The Lau Blower Co., Dept. AL, 
2027 Home Ave., Dayton 7, Ohio. 
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66 


Cabinets & Accessories 


Grote Mfg. Co., makers of bathroom 
cabinets and bathroom accessories, an 
nounces the availability of envelope stuf- 
fers, in two colors, promoting its new line 
of recessed vanitory cabinets as well as 
its sliding door models. The mailing piece 
includes pictures of the firm’s five bath 
room cabinet models, also pictures of 
the Grote line of bathroom accessories, 
plus details of construction and other spe 
cifications. Grote Mfg. Co., Dept. AL, 
Bellevue, Ky. 








Three-Way Lighted Cabinet 


True daylight illumination from three 
directions is an ultra-modern feature of 
this Bennett Bilt line. It affords an ideal 
lighting arrangement for make-up or 
shaving in bath or powder room. The 
three lights may either be turned on-off 
individually or simultaneously. A special 
magnetic door latch holds the door se 
curely, yet provides the quietest door clos- 
ing. The new line is available with stain- 
less steel frames or beveled edge mirrors 
With each cabinet is a combination tooth 
brush holder and shelf bracket, which 
may be placed on right or left-hand side 
of cabinet, permitting five tooth brushes 
to be stored unseen. Bennett Mfg. Co., 
Dept. AL, Alden, N. Y. 
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Improves Bathroom Design 


Separate mirrors and cabinets for bath- 
rooms to provide more versatility in de- 
sign is announced by Philip Carey Mfg. 
Co. The mirrors may be used alone or in 
combination with one of several cabinets. 
One possible mirror-cabinet combination 
is a three-part wing mirror with a surface 
cabinet directly below. These units need 
no wall opening; both hang on the wall 
with screws. The Philip Carey Mfg. Co., 
Dept. AL, Lockland, Cincinnati 15, Ohio 
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Front-and-Back View Mirrors 


A new hinged, double-door medicine 
cabinet has the appearance of a mirrored 
wall. The double doors swing open on full 
length hinges to reveal two-way front- 
and-back view mirrors and a large cabi- 
net space. When closed, the cabinet is a 
flat expanse of polished plate mirror with 
bevel edges. The doors swing to a maxi- 
mum 180° angle to provide all-around 
view and have safety stops and magnetic 
latches. The cabinet box itself comes in 
standard wall-opening sizes and is made 
of steel with enamel finish. J. R. Goslee 
Co., Dept. AL, 1500 Brookpark Rd., 
Cleveland 9, Ohio 
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One-Piece Stainless Steel Sink 


The makers of Carlton stainless steel 
sinks now offer a one-piece stainless steel 
sink designed to provide perfect sealing 
with any countertop material in half the 
time, without using an extra rim or frame, 
it is said. No sealing material is required. 
Specially beveled ledges seal themselves 
into any countertop material to form a 
perfect union and adjustable lugs assure 
a sealproof fit at all points so that rim 
dirt and waste cannot collect along the 
edges of the sink’s frame, maker an- 
nounces. The new Carlrim design is avail- 
able in the most popular Carlton single 
and double bowl models. Carrollton Mfg 
Co., Dept. AL, Carrollton, Ohio. 


Circle No. 207 on Coupon, page 72 
Nails in 50 Colors 


A full line of colored nails to match all 
types of modern siding and interior wall- 
boards is announced. Eleven stock colors 
are offered: white, grey, blue, light green, 
dark green, coral, red, tan, light brown, 
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dark brown and black. Forty non-stock 
colors also are available. When driven 
into siding and wallboard, Maze Colored 
Nails are practically invisible, threaded 
shanks provide tremendous holding pow- 
er. All siding nails are Stormguard treat- 
ed, strong steel nails double-dipped in 
molten zinc. Checkered head specialty 
nails in the same colors also are available 
for prefinished drywall and hardboard 
and plywood paneling. W. H. Maze Co., 
Dept. AL, Peru 7, Ill 
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Snap-In Runner Track 


A new Trussteel Stud Snap-In Runner 
lrack that may be used as a floor and/or 
ceiling runner is announced. Channel 
shaped of cold-rolled steel painted black, 
the new Snap-In Runner Track reduces 
the need for stud shoes and wire tying, 
says maker. Parallel notches spaced 
on center in 1” legs are used to hold studs 
in place. No special tools are required 
and the runner track may be cut with tin 
snips or hacksaw, it is said. It can be used 
in combination with other attachment de 
vices. It is fabricated in 8’ lengths and is 
available in three widths: 242”, 344” and 
4”, packaged 10 pieces per bundle. U. S. 
Gypsum Co., Dept. AL, 300 W. Adams 
St., Chicago 6, Ill 
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Portable Power Earth Drill 


A new portable, Power Earth Drill will 
drill a 7” hole up to 30” deep in less 
than a minute, says maker. Designed and 
built for digging post holes, it also is 
ideally suited for setting trees and shrubs, 
placing footings, etc. Powered by a 2- 
cycle, 2% hp Clinton air-cooled engine, 
the drill is built for heavy duty and easy 
starting in all kinds of weather. A pilot 
point on the auger guides the alloy cast 
steel cutter bits into the earth and the 
auger carries the aggregate out of the 
hole. By attaching a second set of bits 
the drill can also be used for drilling ice. 
General Equipment Co., Dept. AL, Owa- 
tonna, Minn. 
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BUILDING PRODUCTS MERCHANDISER 








What's Your Answer? 
(Answers On page 73) 
What device has helped an eastern wholesaler smooth out his sales presentation at 


dealer meetings? 


. Name six ways farmers are finding it beneficial to use polyethylene film. 


What was highlighted at 18 dealer sales meetings sponsored by the Nebraska Lum 
ber Merchants Association as the key 1958 sales opportunity? 
What sales help will enable you to tap the cabin and cottage market? 


. How many new women customers has Gee Co. won since January 1? 


What has a Philadelphia dealer found to be ‘‘the sellingest 100 square feet’’ in his 
store? 

What small job did Rod Burley snowball into a good-sized sale to become first-prize 
winner in American Lumberman’s Creative Selling Contest? 

Name four uses homemakers are finding for Packaged Siate Patio? 


. What new building package, merchandised on a franchised basis exclusively through 


retail lumber dealers, is being promoted by several Florida yards? 
What factory-applied feature gives new Barrett Storm King Shingles stay power to 
resist weather at its worst? 











OZARK MOUNTAIN GROWN — HARD, 
LONG LIFE, BEAUTIFUL COLOR 
AND GRAIN UNIFORMITY 


EXCELLENT MILLWORK — SMOOTH — 
SAVES SANDING TIME AND LABOR 


DOUBLE HOLLOW BACK 


EASED EDGES ON TONGUE AND 
GROOVE MAKES JOINING EASIER 


PD. 


\ Pancert-Smith 
\ OAK FLOORING 


\ 


\ IS SUPERIOR 


Seeing is believing — laying is 
proof that P.S. flooring has 
everything anyone would want 
in fine flooring. This is not 
run-of-the-mill flooring but a 
carefully selected, precision- 
milled and iealek flooring 
that builds prestige and re- 
peat business for you. 


Try P. S$. Oak Flooring on 

your next job, one of 
nature's finest building 
materials from the Mis- 
souri Ozarks. 


ADGETT- MITH FLOORING COMPANY 
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New Literature 


Technical Data 


Windows & Doors. The complete line 
of Kelco jalousie and picture windows 
and jalousie doors is fully described and 
specified in a new sales-engineering man- 
ual. The book also contains a section on 
the Kelco aluminum threshold line, which 
is made up of 12 models. Wells Alumi 
num Corp., Dept. AL, North Liberty, Ind 

Circle No. 211 on 72 
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Metal Lath Specifications. A compli- 
mentary 20-page booklet, entitled “Spe- 
cifications for Metal Lathing and Fur- 
ring,” contains many technical points 











including: specifications for solid and 
hollow partitions; wall furring; metal lath 
attached directly to wood supports; con 
tact, furred and suspended ceilings; and 
reinforcing for exterior stucco. Metal 
Lath Mfrs. Assn., Dept. AL, Engineers 
Bldg., Cleveland 14, Ohio 
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Traveloader, a side-loading han- 
dling unit, is featured in a new 8-page 
bulletin 1360B. Manufactured in capa 
cities of 4,000 to 30,000 pounds, it per- 
forms three distinct operations: stacks like 
a fork truck, carries like a platform truck 
and delivers like a road truck. Baker 
Industrial Trucks, Div. of The Otis Ele- 
vator Co., Dept. AL, 1250 W. 80th St., 
Cleveland 2, Ohio. 
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summer living 


TIMELY 


on the patio! 


a simple arrangement 
custom look. 
in a variety of colors . 


INEXPENSIVE 


.. ready to lay. 


Production line pre-cutting method means real savings 
to the consumer. It puts a slate patio within the average 
homeowner's reach... provides you with a tremendous 


market potential for slate patio selling. 


Pn = 


The move is to outdoor summer living and eating... 


With the new Packaged Slate Patio, 
all.the contractor or do-it-yourselfer need do is follow 
diagram to achieve a 
Pieces are already cut in different sizes, 


e FOR PATIOS 
e ADAPTABLE TO 


exterior walks 
interior floors 
fireplace hearths 


true 


MERCHANDISING AIDS TO PUT SELL INTO YOUR PROGRAM 


NATIONAL ADVERTISING ... 

FOR PRE-SELLING 

Your customers will see the Packaged Slate 
Patio in LIVING FOR YOUNG HOMEMAKERS 
ond POPULAR GARDENING. Product identi- 
fication is established nationally to make 
your local selling job easier! 


POINT OF PURCHASE DISPLAY .. . AN 
EXTRA SALESMAN WORKING FOR YOU 
Display keeps selling for you all day... 
every day! Stand it on a counter . . it's 
3-color, 15” x 20%". Pocket contains 
supply of 4-color brochures. 


DEALER MATS... TO TIE IN 
WITH YOUR ADVERTISING 
A series of newspaper mats are available 
to sell the product ... and you as the area 


Dealer! 


4-COLOR BROCHURES .. . TO STIMULATE 
BUYING INTEREST 

Fully illustrated, the brochures show various 
basic designs for easy following. Use them 
for direct mail . . . keep them stocked in 
your display. 


FOR COMPLETE INFORMATION ON THIS UP-TO-THE-MINUTE PRODUCT, WRITE NOW TO: 


STRUCTURAL SLATE COMPANY 
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PEN ARGYL, PA. 


June 23, 


Four new types of Alfol aluminum foil 
reflective insulation are described in a 
new brochure, which provides data on 
thermal efficiency, uses and methods of 
application of the new products. The new 
Alfol Types 44 and 44F are specially de 
signed for ceiling applications; Alfol 
Types 22 and 22F provide maximum con- 
densation control through the extra vapor 
resistance of a genuine polyethylene back- 
ing. Reflectal Corp., Dept. AL, 200 S 
Michigan Ave., Chicago 4, Ill 
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Truck Attachments. A handy check list 
that shows the special attachments, ac- 
cessories and truck options available with 
each industrial truck in the Hyster line 
is included in a new condensed catalog 
The booklet also describes the services 
available to Hyster customers both before 
and after equipment purchases. Hyster 
Co., Dept. AL, 1003 Myers St., Danville, 
Ill. 
page 72 
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Consumer Data 


4 series of six how-to leaflets on paint 
ing outlines simple procedures for achiev- 
ing best results in practically every paint 
project that confronts a homeowner. The 
leaflets illustrate and describe how to 
paint your house, woodwork, floors, fur 
niture, walls and ceilings, metal kitchen 
cabinets. The correct products for each 
method are named and a check list of 
materials needed is provided. Du Pont 
Finishes Div., Dept. AL, N-Annex, Wil- 
mington 98, Del. 
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“New Uses for Polyethylene in Con- 
struction” is the title of a new bulletin 
prepared by Spencer Chemical Co., basic 
producer of polyethylene resins. Includ- 
ed in the bulletin is a list of firms which 
supply polyethylene film for construction 
uses. Spencer Chemical Co., Dept. AL, 
Dwight Bldg., Kansas City 5, Mo. 
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New Films 





Movie About Pole-Type Building 


lo help inform customers about pole- 
type construction, Dow Chemical Co. 
has produced a new 17-minute, 16 mm, 
color, sound film, “Twice for the Money.” 
The movie features the large industrial 
pole-type building. It shows a huge in- 
dustrial building under construction and 
many examples of industrial applications 
of pole-type construction. Dealers can use 
the film to explain pole building features 
to architects, contractors and customers 
who may be in the market for new 
buildings. The Dow Chemical Co., Dept. 
AL, Midland, Mich. 
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‘‘Redwood Roundtable’’ 


A new color slide film, “Redwood 
Roundtable,” is offered for free showings 
rhe film runs 20 minutes and tells the 
story of selective redwood logging as 
practiced by Simpson Redwood Co. It 
also provides valuable information on 
various redwood grades and their uses and 
shows spectacular photographs of actual 
redwood timbering operations. Requests 
for showings of the film may be directed 
to Simpson Redwood Co., Dept. AL, 
Room 601, Arcata, Calif. 
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AMERICAN 
LUMBERMAN 
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Shure-Set Hammer-in Tool 


A special display carton has been de 
veloped for the introduction of a new 
Shure-Set hammer-in tool, which makes 
it possible for the handyman to easily 
fasten through wood and thin steel into 
concrete, concrete block, cinder block or 
brick, using a single tool. It is as simple 
to operate as a hammer and nail. The 
special fastener is inserted into the barrel 
Ihe tool is then placed against the work 
surface. The anvil or head is tapped with 
a hammer, driving the fastener into the 
work surface. Ramset Fastening System, 
Olin Mathieson Chemical Corp., Dept 
Al 12110 Berea Road, Cleveland 11 
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Vinyl Tile Floor Merchandiser 

A floor merchandiser designed to help 
dealers sell Vina-Lux terrazzo tones shows 
9” x 9” samples of the complete line of 


Sales Aids 


Padiock Merchandisers 


The three new padlock merchandisers 
developed by Yale & Towne for its Yale 
line of popularly priced padlocks now are 
available. The locks displayed on the new 
selling aids were selected on the basis of 
their proven customer appeal. Their re- 
tail prices start as low as S0¢. Eight 
different Yale padlocks are displayed on 
the HM-9 (right); 12 different Yale pad 
locks, including two long shackle and one 
combination padlock, are displayed on 
the HM-10 (left); the HM-8 (center) 
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has four long shackle padlocks mounted 
on it. The Yale & Towne Mfg. Co., Dept 
AL, Chrysler Bldg., New York 17, N. ¥ 
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This is the folding door 


at its ““economical best’”’ 
COMPARE THESE FOUR BIG FEATURES OF NOVAFOLD WITH THOSE OF ANY OTHER DOOR 


1. Novafold has the “solid core”— 4” 


for rigidity even on wide spans. These panels are temperature- and 
providing insulation and sound-deadening values 


wide leaves or panels 


the full height of the door 


moisture-resistant, 


reinforced vinyl tile, eliminating the need 2. 12-gauge Vinyl Plastic, with a luxurious leathe1 THE ONLY SHAKE-PANEL 
for breaking open stock cartons. It mer- pe aban sack anime for pte age It is both WITH NO FACE-NAILING 
chandises up to 60 cartons of tile. Ad- washable and replaceable—important selling points, 


; mis Nova Shake-Panel is the only 
hesives and home mechanic installation 3. With Novafold comes a color-matched valance. This hake-panel that can be applied 
kits can also be merchandised from this 


is not a plain wood fascia, but a solid core covered in the with the patented, steel Panel- 
‘ » ‘ » same vinyl plastic as the door itself. Doors and valances lip —eliminating all face-nailing 
ee cata * pry te longed are avediebhe in six attractive colors: Off-White, Char 1 the danger of rust st 
=e . > 4 treuse, Dark Green, Beige, Gray and Red. 
stands 5’ high. Azrock Products Div., ‘ : 
Uvalde Rock Asphalt Co., Dept. AL, Box 4. Novafold has advance mechanical features: 
531. San Antonio. Tex slides, positive security latch, and a folding action clos 
5 ; re 99) < - ing down to 44” for a 32” opening. (Novafold comes in 
ire78 NO. <2) BR Coupon, page standard and custom sizes. 


ains from 
nail This revolutionary appli- 
cation method also cut costs 
t l iails are needed, less nailing 
N yn € nalis a i ling 
Ny time, and no furring. Nova Shake- 
Panel is 16” x 4654”, made of #1 
Novagrade Processed Shingles 
and a wood-fiber backer. Nova's 
assembly process provides better 
With all these features, Novafold is in the low-medium gluing, a wider shiplap, and a 
. : > olvmerized ps¢ t finish With « 
price field. It has both the look and the price to sell itself Pi rio  avatinae Pee —_ all 
of wee ae : 9 these ac age Nova Shake- 
Use the coupon for full data on this and other quality Panel is priced less than similar 
Nova Products. products. Use coupon for full data 


Free Newspaper Mats 


A good selection of newspaper mats on 
garden tools, shovels and shears feature 
mats of a uniform size and format so 
that a complete ad can be built using 
only mats for tools dealer has in stock. 
The selection includes 42 of the most 
popular tools, with three mat headers and 
three complete ads. A proof sheet of the 
mats may be obtained by writing True 
femper Corp., Dept. AL, 1623 Euclid 
Ave., Cleveland 15, Ohio. 
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d/or specification dat: 

Nova Sh J 

Nova Cedar Closet 
concrete and masonry) 


Send the literature a1 
Novafold Doors 
Nova Shake-Panel 
Novaproofing (for waterproofing 


A: Trenton 3, N.J 


— 


A wholly owned L stroun ¥ 

rage. CATALOG IM 
subsidiary of \\Sweet's. 
Homasote Company | —— | 





Circle No. 41 on Coupon, page 72 


BUILDING PRODUCTS MERCHANDISER 





American 
Lumberman 


Classified 
Advertising 





Terms — Cash With Order 
Minimum Charge $7.50 


Rates 


1 Time —30c per word for each insertion. 
Minimum charge of $1.50 per line. 


3 Times—25c¢ per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 


box number. 


No agency commission or cash _ discount 


allowed. 


All ads for classified section must be in Pub 
lisher's office 14 days preceding date of pub 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 


mailing copy for ads address them to: 


AMERICAN LUMBERMAN, INC 
139 N. Clark St., Chicago 2, Ill. 








HELP WANTED 








SITUATIONS WANTED 





DETAILER—BILLER 

A reliable and experienced man wanted by 
old established millwork company in middle 
west. Must be qualified in architectural mill- 
work. Good salary and opportunity. Please 
give full detail of experience, personal 
background and availability. Address Box 
C-20 American Lum: 


CONTROLLER WANTED 

by long established lumber and building 
material distributor in the Midwest whose 
annual dollar sales volume runs into seven 
figures. Qualifications meeded: A _ good 
knowledge of accounting, including prepara- 
tion of all tax returns; credit and collection 
techniques and office management. Give full 
particulars of educational background, ex- 
perience, salary required and how soon 
available in first letter. Address Box D-20 
American Lumberman, Inc 


WANTED 

Young aggressive foreman for single Ply 
Veneer Plant. Experience with cutting, dry- 
ing, and splicing operations. Plant located 
in Ontario, operating on sustained yield 
basis. Good pay. Excellent opportunity for 
advancement. In reply give employment his- 
tory. Address Box D-21 American Lumber- 
man, Inc 





Division Manager 


A large Western Lumber Manufacturer and 
Building Materials Distributor is seeking 
a Manager for its Architectural Woodwork 
Division. Change is due to reorganization 
and retirement. Must have had successful, 
well-rounded management background in 
producing and selling Architectural Wood- 
work, Custom Furniture and Fixtures and 
Stock Millwork. Age 35 to 50. Company is 
80 years old and a leader in area. Permanent 
Denver location. Write—Do not telephone 


REYNOLDS, WARD & CAREY 
Management Consultants 
Mile High Center 
Denver, Colorado 


LUMBER SALESMEN 
Long established, aggressive lumber firm 
serving Chicago and Suburbs desires ex- 
perienced outside sales reoresentatives— 
some clientele. Salary and/or commission 
benefits. Address Box D-26 American Lum- 
berman, Inc 


LUMBER YARD MANAGER 
Lumberman who has had experience as as- 
sistant yard manager and is now ready and 
capable of taking over responsibility of 
manager of a good retail line yard in pros- 
perous county seat town. Address Box D-27 
American Lumberman, Inc 


Opportunity for experienced second man to 
advance to profit sharing managership of 
established midwest distributor business 
lumber, millwork and building materials 
Strong sales production ability necessary 
State age, experience and references in first 
letter. A real opportunity for a young man 
who is ready. Address Box D-34 American 
Lumberman, Inc 
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Bookkeeper—familiar lumber terms. middl 
age; self employed for some time. Like d-s- 
tribution yard, wholesale or some manufac- 
turing. Consider other. Address Box D-28 
American Lumberman, Inc 


Building Materials Sales Representative. Ten 
years successful experience in sales and 
managment. Desire locate west coast—south- 
west—age 38—married. Address Box D-29 
American Lumberman, Inc 


Lumberman with 8 years retail and whole- 
sale experience wants job with a future. Age 
29. College Graduate. Married. Address Box 
D-30 American Lumberman, Inc 


Lumber Trade: 

Employed in executive position with whole- 
sale division of large retail chain. Cost sales 
and profit minded, have charge purchasing 
and sales, handle competently large volume 
lumber and millwork, all species. Good pro- 
ducing record, wide acquaintance in the in- 
dustry. Best of references. Wish to relocate 
in similar pesition or with good wholesaler 
Age 37, Family man. Available 30 days. Ad- 
dress Box D-31 American Lumberman, Inc 


Designer, Detailer, Biller of Millwork. Ex- 
perienced in Custom Architectural Millwork 
Churches, Schools, Industrial and Commer- 
cial Projects. Available after July first. Ref- 
erences 

R. G. Reindl 

c/o Mid-west Planing Mill 

1009 East Harry Street 

Wichita, Kansas 


Lumberman.,. 25 years experience, last 10 
retail manager desires to relocate as retai 
manager or salesman in wholesale. Prefer 
Indiana or Wisconsin. Best of references. Ad- 
dress Box D-35 American Lumberman 





SALES REPRESENTATIVE 
WANTED 





——florida town. Merchandise Inventory 





Wanted: Commission Lumber Salesmen to 
sell 100% Kiln Dried Ponderosa Pine for 
large Eastern Oregon Mill. Territories open 
in all of Illinois and parts of Wisconsin 
Michigan, Indiana. Production 160,000 per 
day—can include Mouldings. wrapped Pan- 
elling, etc. Some Mixed Species. State age, 
experience and references. Address Box D- 
23 American Lumberman, Inc 


Commissioned salesman to represent one of 
America’s largest manufacturers of flush 
doors. Territories open in several midwest- 
ern states. Must have experience in selling 
to Building Material and Plywood Jobbers 
Good commission. Territories now producing 
some volume. Address Box D-32 American 
Lumberman, Inc 


REPRESENTATIVE WANTED 
We are seeking intelligent, aggressive repre- 
sentation to the Lumber, Builders’ Hard- 
ware, and Plumbing wholesaler trade in 
Texas, Oklahoma, Tennessee and Alabama 
If you carry no more than 4 lines and call 
on the above trades regularly, we are in- 
terested in hearing from you regarding the 
PREMIER HALL line of quality bathroom 
cabinets 
PREMIER HALL MANUFACTURING CO 
3951 W. Fullerton Ave 
Chicago, ITI. 





BUSINESS FOR SALE 





Prosperous building material business in 
Michigan's best tourist town. Ample ware- 
houses and yard space. Large, modern sales- 
room. Best of prospects. Would prefer to 
lease land and buildings. About sixty thous- 
and will cover stock and equipment. Apply 
Box B-43, American Lumberman, Inc 


Profitable Lumber, Concrete Block Manufac- 
uring and 3uilding Materials Business 
500’ Railroad Frontage. Will sell on terms to 
right party. R. N. Graham, P. O. Box 6005 
Daytona Beach, Fla 


FLORIDA LUMBER YARDS FOR SALE 
Oldest Lumber Yard in small progressive 
around 
$20,000.00 (can be reduced), Land, building 
railroad siding $7,500.00, Sales (which can 
be increased) $112,000.00. Another Lumber 
Yard at a Florida county seat. Merchandise 
Inventory around $40,000.00. Land, building 
railroad siding $15,000.00, Sales $350,000.00 
Cars, trucks and other equipment at ap- 
praised valu.e We will collect our own ac- 
counts. Will deal with principals only, no 
brokers. Inventory will be all cash. Land and 
buildings 29 Cash, balance to be paid in 
two years. Reason for selling age of owne! 
Send financial references first letter or no 
reply will be made. Addre Box D-33 Amer- 
ican Lumberman, Inc 





MISCELLANEOUS FOR SALE 





CARPENTERS APRONS 
for prices and information 
MINNESOTA SPECIALTY CO 
Minneapolis, Minn 





LUMBER & DIMENSION 
FOR SALE 











Have fine boundary of hickory—would like 
to have orders for dimension. Please send 
us your inquiries on all kinds of soft tex- 
tured Appalachian lumber. Address Box D- 
24 American Lumberman, Inc 





MACHINERY FOR SALE 





6 Lumber Trailers, 16’ with Rollers 
55 Ford—53 GMC tractors 

Will sell cheap 

B & B Truck Sales, 7415 S. Ashl 
Chicago, Ill., Phone § 3-6202 





TIMBER & TIMBERLAND 


FOR SALE 








EXCEPTION OPPORTUNITY 
ON HARDWOODS 
1100 acres Central American hardwoods 
available. Take off on % basis. Only 20 miles 
from seaport. RR runs through property 
Write C. A. Greenman, 1625 S. Norfolk, San 
Mateo, California 
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Schedule of Delivery Charges 


Here are some ideas to reduce or entirely recover your de- 
livery costs. Cases based on actual dealer experience. 


How to reduce expensive delivery 
costs was the subject of a panel at 
the recent Western Retail Lumber- 
mens convention in Seattle. 

One firm charges a minimum of 
75¢ for any order under $15. Al- 
though the charge is small, the re- 
porting dealer said that it had dis- 
couraged small deliveries, at the same 
time causing some orders to be in 
creased. 

Another firm charges $1.50 on any 
order under $25. Still another dealer 
said that he had disposed of his trucks 
and is now having all of his deliveries 
made by a contract carrier. This pol- 
icy has helped convince the customer 
that delivery is a service that must be 
paid for. 

“Stand-by time” was charged by 
another dealer at the rate of $5 per 
hour when more than normal delivery 
time was required. Panel moderator 
Robert S. Wilcoxon pointed out that 
a WRLA survey disclosed that in one 
area delivery expense within a four- 
year period had increased from 1.60% 
to 2.38% of sales with net profit drop- 
ping from 5.66% to 2.57%. 

Suburban yards. Here are figures 
submitted on deliveries from suburban 
yards. Pickup and delivery in 1957 
ran about 2% of sales; 112% for de- 
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livery and 42% for pickups 

Truck cost for eight-hour day, not 
including license, $29.22 or an aver- 
age Of $3.10 per each stop. 

Based on a six months’ truck ex- 
perience and a 13-day record on de- 
liveries, the driver cost per day was 
$22.42. A checkup showed that 60% 
of the time was spend on actual de- 
liveries and pickups, the balance on 
order preparation and other work. 
The truck cost per mile averaged 
22.7¢ and the driver cost per mile, 
31.2¢ for a total cost per mile of 
53.9¢. 

On the basis of 64 deliveries and 
45 pickups, the average cost per stop 
was $2.79. The cost of deliveries was 
1.85% of total sales for the period and 
3.27% of the selling price of delivered 
sales. 

Longer hauls. Truck cost per mile 
for a 1% ton truck covering 12,000 
miles was 20¢. The driver cost per 
mile on the basis of 100% of his time 
on the truck was 46¢ per mile or a 
total cost per mile of 66¢. On the 
basis of a 40-hour week, this cost 
averaged $3.80 per hour; on the basis 
of 10 stops average per day, the cost 
was $3.04 per stop. 

Thus reports showed that stops av- 
eraged between $2.79 and $3.04; 


truck cost per hour between $3.65 and 
$3.80; cost per truck mile between 
20¢ and 22.7¢. 

Schedule of charges. One panelist 
revealed that his lineyard firm has the 
following schedule of delivery charges: 

MUS. 65355065 $1.00 

$2 per M on lumber 

.25¢ per square on shingles and 

shakes 

$2 per M on plywood and all wall- 

boards 

.O5 per bag of loose-fill insulation, 

lime, plaster 

Here are sample delivery charges 
reported by two dealers. 

Dealer No. 1: Lumber over 5M 
(one delivery) no charge; under 5M, 
over 2,500’, $2 per M; under 2,500’, 
over 1,500’, $3 per M; under 1,500’, 
over 500’, $4 per M; less than 500’ 
minimum, $2 per M. 

Dealer No. 2: All lumber, $1.50 per 
M; cement, plaster and all bag mate- 
rial, 5¢ per bag; sheetrock and sim- 
ilar items, $1.50 per ton; coal, $1.50 
per ton; small deliveries, 50¢ per de- 
livery; small deliveries up to 400-500 
pounds, 75¢; outside city, 75¢ for 
400-500 pounds plus 25¢ per mile 
one way beyond city limits. 

A final suggestion was this: set up 
a schedule for recovering delivery 
costs, then establish a “free day.” 
Salesmen will advise customers, “It 
costs less to take it with you, if you 
want it before our regular delivery.” 
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PERFECT CHOICE FOR 
LUMBER YARDS 
and SMALL SHOPS! 


MEDIUM size, wedge-adjusted plan- 
er which is widely used in nearly 
all phases of the wood-working industry. 
Equipped with sectional feed roll, see 
tional chip-breaker and four driven 
rolls which permit planing pieces of 
varying thickness without danger of 
kick-back, Has built-in knife 
grinder, variable speed, in- 
stantaneous control of lower 
rolls, instantaneous 
micrometer contro! of 
pressure bar shear 
ing bar and other 
highly desirable 
features. Sturdy, 
seml-stee! cast 
frame. Capacity 
24". 26" or 30° 
x 8". A real pre- 
cision, production 
machine at mod- 
erate price. Write 
for descriptive 
bulletin — No. 54 


MACHINE WORKS 
238 EIGHTH ST., HOLLAND, MICHIGAN 


Circle No. 24 on Coupon page 72 
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GULF OF MEXICO 
100% AIR-CONDITIONED and HEATED 
MOTEL Ore 


nformal luxury- 


54 Flor oas finest norels 

supert 

gracious hospitality 

© Private white send beach © All water sports 

© Planned entertainment © Cocktails in the fashion 

eble Cocktail Lounge or on the informal Sea Grape 
© Beautiful, spacious rooms and suite: 

$ per person 

50 2 in a room 

May | to December |! 


Terrace 


from 


4 . — 
. 
Orn Lido Beach For Reservations, of further information 


write Hugh A Millard. Mg: PO Bor '508. 


SARASOTA, FLA. 
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“What's New” Items 


Circle the code number at the right which 
corresponds to the number listed at the end 
of that particular ““WHAT’S NEW’ item. 
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Name Position 
(Please Print 
Company Street 


City 


Mail to American Lumberman & Building Products Merchandiser, 139 N. Clark St., Chicago 2, Ill. 
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What’s Your Answer? 
(Questions on page 67 


Tape recording of meeting. See article, page 64 


. Plastic greenhouses, mulch film, hen houses, windbreaks, silage covers and fumigation 


blankets. See ad, page 41 
Farm building packages. See news item, page 22 


. Weyerhaeuser’s value-packed Cabin Promotion Kit. See ad, page 65 
. 400. See article, page 48 
. New Alcoa Merchandising Center. See od, pages 20-21 


Repairs on an old wood porch and steps. See article, page 35 

1) Patios, (2) exterior walks, (3) interior floors and (4) fireplace hearths. See ad 
page 68. 

A packaged home. See article, pages 56-57 

Extra-wide bands of adhesive. See ad, inside front cover 





TW&J Sugar Pine is high 
altitude, slow growth, 
premium stock with the 
smooth, easy working, 
soft texture demanded 
by pattern makers, 
millwork manufacturers 
and wood craftsmen. 


THOROUGHLY KILN OR 
AIR DRIED TW&J Sugar Pine 
is precision manufactured 
from 4/4 to 16/4 and held 

in large storage sheds for 
year-around delivery. 


The West's largest 
producer of Sugar Pine 
with 10 mills in the heart 
of the High Sierra Sugar 
Pine belt to serve you. 


eee x a alles - b- 2 we a” 


TarTer. WEBSTER & Jonnson. ENC. 


P.O. BOX 3498 =~ 
San Francisco 19, California (rs) 


PRospect 6-4200 Teletype SF 211 
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TRADE Mann 


Patio Magie 


AMERICA’S FINEST 
ALUMINUM SLIDING GLASS DOORS 


ADD BEAUTY AND LIVABILITY 
TO EVERY ROOM IN THE HOME 


K.D. 
(Without 
Glass) 


ASSEMBLED- 
CARTONED 


(Glass 
Included) 








ONLY PATIO MAGIC 
OFFERS THESE 
SUPERLATIVE FEATURES 


@ Beautiful, Anodized Finish 


@ Schiege! Wool-Pile Weather 
stripping All Around 

@ Nylon, Bali Bearing Wheels for 
Silent, Fingertip Operation 

@ Concealed, Adjustable Spring 
Lock 
Gold Handles 


Choice of Exterior (Sioped S$ 
or Interior Track 


All Vertical Stiles Heavy 
Tubular Extrusions 
@ Adjustable Bottom Rollers 
@ 1” Double Giazed Units 
© %e” Double Glazed Units 


THE MOST COMPLETE 


LINE OF SLIDING GLASS 
DOORS IN THE INDUSTRY 








Bathroom to exterior via 
Patio Magic 
Sliding Glass Doors 








a imam OY : « 
Breakfast bar is separated from patio 
by Patio Magic. 


Patio Magic provides easy egress from 
living room to pool and patio area 


mR |) | 


a Lae 


L. a@ 
Garden and terrace just a step away 
from the bedroom through Patio Magic 


>. 
> eka 


a 





aS 


be r me, 
las @142 


Dining room opens into patio area 
through Patio Magic Sliding Glass Doors 


SUPERB ENGINEERING 


PRODUCTS CORP. 


7240 N. E. 4th Avenue 
a J Miami 38, Florida 


Manufacturers of SHOWER MAGIC BATH ENCLOSURES 


Dary! Products Corp., Dept: aL. 


7240 N. E. 4th Avenue Miami 38, Florida 


Please send full information on Patio Magic 


Company Name 


Address 


MAIL COUPON 
TODAY! 


On Your Business 
Letterhead, Please. 
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HARDWARE WHILE YOU ARE HERE / | 


Purchase Reminder Used 
In Self-Service Warehouse 


When customers serve themselves. as in the new self- 
service warehouse at Merner Lumber Co., Palo Alto, 
Calif., there isn’t much chance for clerks to suggest added 
purchases. To solve this problem, Merner’s has a large 
professionally painted sign at the warehouse check-out 
counter The message iS signed, “Mernie”’, the fictional 
character used by Merner Lumber in its advertising 


Versatile Truck Gets Attention 

Fast deliveries and an amazing load capacity are the 
qualities that Robert A. McNally, vice-president, The 
Grandview Lumber Co., Columbus, Ohio, likes about his 
new “lumberjack truck.” 

“We have found that the truck is small and able to get 
deliveries out as fast as a pick-up truck and that the ca 
pacity of the truck is amazing,” says McNally. 

“It is also valuable in handling loads of finish and floor- 
ing in that it can be unloaded from either side, front or 
back. The publicity we receive from it is invaluable, not 
only from the newspapers, but from the truck itself. It is 
so unusual that everyone stops to look and our company 
name is on all sides and the rear.” 


Clamps for Warped Panels 


When you have several hardwood- 
faced panels that are warped, you can 
straighten them by putting them face 
to face and securing them that way 
with several small clamps bandsawn 
out of heavy plywood scrap, accord- 
ing to expert mill men at Eugene 
(Ore.) Planing Mill. Shown in the 
picture are several of these clamps at 
work, plus a closeup view of the 
clamp. 
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plan a concrete future with 


CLINTON WELDED WIRE FABRIC 


Today’s modern lumber companies often provide 
other construction materials besides the usual lumber 


products—for instance, ready-mix concrete. 


These new operators have discovered that they 
can give concrete added strength by reinforcing it 
with Welded Wire Fabric. They find that the fabric 
helps concrete resist the heaving and cracking caused 
by moisture and temperature changes. 


WHEN THEY ASK... 


"4d Rou 


wll 4 


SAY YES... WITH 


THE COLORADO FUEL AND IRON CORPORATION—Albuquerque 
Lincoln (Neb.) * Los Angeles * Oakland * Oklahoma City * Phoenix * 
WICKWIRE SPENCER STEEL DIVISION—Atlanto + 
CF&l OFFICES IN CANADA:—Montreal 


Amarillo * 


Toronto 


Billings 
Portland * Pueblo + 
Boston * Buffalo * Chicago * Detroit 


CANADIAN REPRESENTATIVES AT: Calgary * Edmonton 


Should a crack develop, the fabric holds the con- 
crete tightly together, preventing moisture and earth 
from entering and expanding the crack. The extended 
life and minimum maintenance costs of reinforced 
concrete more than offset its slight extra cost. 

Carry a few rolls of Clinton Welded Wire Fabric 
on your trucks—a short explanation to your custom- 
ers about the advantages of reinforced concrete will 
result in a surprising number of on-the-spot sales. 


CLINTON 


WELDED WIRE FABRIC 


THE COLORADO FUEL AND IRON CORPORATION 


El Paso * Ft. Worth * 
San Francisco * San Leandro * Seattle + 
New York * Philadelphia 

Winnipeg 


Houston * Kansas City 
Wichita 


Boise * Butte * Denver 
Salt Lake City * Spokane * 
New Orleans + 


Vancouver 
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Everyone benefits from the “hidden values” 
in PALCO Redwood Siding 


To the architect, builder and dealer whose 
futures depend on satisfied customers — to 
the owner and lender who have a right to 
demand low maintenance and _ protected 
investments, Palco Architectural Quality 
Redwood Siding has permanent “hidden 
values.”’ Corners stay tight. Boards stay flat. 
Nailing stays put. Paint lasts longer, and 
unpainted natural beauty outlasts a life- 
time without a moment’s attention. 

Yet there’s no extra premium cost for 
these “hidden values.” Now in its 90th 


year, The Pacific Lumber Company has 
constantly improved methods to maintain 
economy of production along with recog- 
nized highest uniformity of grade. With 
Palco, you can be sure of the scientific kiln 
drying, cutting, grading and shipping nec- 
essary to bring out the values in which 
Redwood can excel — dimensional stability, 
freedom from swelling and shrinkage, paint 
holding ability, resistance to weather, in- 
sects and decay. For these permanent “hid- 
den values” —specify Paleo Redwood Siding. 

806 


Spy ta bao Cabot, ODA Da 8 OD 


THE PACIFIC LUMBER COMPANY 


Since 186 Mitts at Scotia, California 


100 BUSH ST., SAN FRANCISCO 4 © 35 E. WACKER DRIVE, CHICAGO 1 * 2185 HUNTINGTON DRIVE, SAN MARINO 9, CALIF 
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REowW OOD 
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